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Small Wholesaler Thinks Big--And Helps Dealers Sell 


- page 54. 


Also 


- (> ‘Package Salesman” Section Launched 
414 by Insulation Board industry . . . pages 24 and 43 








“We've got the space, 
but money's awfully tight 
right now” 


Free capital! Lease trucks from Hertz/ 


NO INVESTMENT...NO UPKEEP 


Turn the capital you have invested in company-owned trucks into new facilities, 
squipment or increased inventory. Switch to Hertz Truck Lease Service and 
our money. You get new GMC, Chevrolet or other sturdy trucks, custom- 
ered to fit your needs. Or we'll buy your present trucks, rebuild them if 
y, and lease them back to you. Furthermore, Hertz provides extra trucks 
k periods or emergencies. 
tz experts take over all repairs and upkeep. You eliminate all your truck prob- 
ems by writing one budgetable check per week. There's no 
easier way to get out of the truck business and back into your HER PA 
own business! Rely on Hertz, America’s No. 1 truck lessor, ico cule 
with over 500 stations in the U. S. and Canada. 


For more information, call your local Hertz office. Or write for the 
fact-filled booklet, ‘How to Get Out of the Truck Business,” to Hertz 
Truck Lease, Dept. 7425, 218 S. Wabash, Chicago 4, //linois. 





In addition, Hertz also rents trucks by the hour, day or week 
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Pennsylvania 
builder 
saves 

up to *17.00 
per opening 
with 


Mr. Wm. C. Morton, Erie, Pennsylvania builder says: 
“I’ve been saving up to $17.00 per window in my new houses 
ever since the day I changed from stacked vents to Malta 
‘Town and Country’ oriel units. What’s more, the thin, trim lines of 
the “Town and Country’ design eliminate the clumsy center 
partitions inherent in stacked vents—give my houses cleaner window 
styling ... with plenty of buyer appeal. Buying storms and 
screens with Malta ‘Town and Country’ units bring extra savings 
over and above the $17.00 per 40” x 56” unit.” 

The Malta “Town and Country” oriel is a single frame design 
with a fixed upper sash and awning-type operating lower 
sash. Not only is the initial price lower than two stacked vents, this 
single frame design also speeds up installation, 
cuts down finish worktime. 

See your local Malta window dealer or write directly to the factory 
for full details showing how you can cut cost, improve appearance 
of your new homes with Malta “Town and Country” wood windows. 


Malta =Wood Windows 


























Member Ponderosa Pine 
Woodwork Assn. and N.W. M.A. 


Supreme Quality Since 1901 


THE MALTA MANUFACTURING CO. 


Malta, Ohio 
woonp 
WINDOWS. 


April 25, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 86 on Handy Cover Card 





GOOD “YEAR 


SUPERBA in 6 


—-AN EXCITING NEW 
TRUE VINYL FLOORING! 


Cash in on these two sensational new Goodyear innovations! 
New SupersBa Flooring is a “natural” for the home-building 
market! A solid vinyl compound flooring with no paper or 
felt backing! Backed solidly by the famous Goodyear 
Homeowners Guarantee! * 

Appearing in 6-FOOT ROLLS! The newest, most-wanted 
dimension! Gives floors the gleaming, ‘no seam" look that 
builders — and their clients— are looking for! At an amaz- 
ingly moderate price! 

You can't miss with new SuPERBA by Goodyear — in the 


Double-Barreled Profit News! From Goodyear! 


-FOOT ROLL 


—NEWEST DEMANDED 
DIMENSION! 


dramatic new Decorator styling in many beautiful pastels! 
And in the sales-powered new 6-FOOT ROLLS or standard 
9” x 9" tiles! 


Powerful in-Store Displays Available. Sensationa/ sa/es- 
promotion package. Dramatic display unit— unique stand 
—dummy roll—colorful banners! Streamers! Window and 
wall spots! 


For complete information.— see your Goodyear Flooring 
Distributor soon/ Or write: Goodyear, Flooring Dept. P-8122, 
Akron 16, Ohio. 


STOCK NEW SUPERBA IN NEW 6-FOOT ROLLS FOR FAST PROFITS! 


*Guarantee of replacement of flooring material if it 
wears out, with normal wear and maintenance, during 
the continuous occupancy of the home by the purchaser. 


lots of good things come from FY 
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Something To . and Building Products Merchandiser 
Think About. . . = a 


* How come that employes do not ap- 
preciate sincere efforts on the part of 
management to give them extra income 
= a commission or earned bonus basis? 
peg Pag = Bay Mya lg PERSONAL VIEWPOINT page 7 ee eee 
Mb a y on a sans a NEW DEVELOPMENTS page 8 WHATS THE PRICE page 36 
nual business. It failed ir the sense that 
the goal was not reached. It failed in a ee See ve 
pe fundamental sense because the 

lesmen weren't interested. The addi- 
tional income failed to provide a suffi- Features 
cient incentive to make them sell on 
= own time. 

dealer concluded that the main : 4 

reason for the plan’s failure was that his High Profit, lew Prof ct See 
salespeople didn’t need extra money as Personal viewpoint editorial by Gordon J. Lawler. 
much as he ——- Nearly every sales- 
man on his staff was single or had a 
—— wife—no budget problems. 7 Select Top-Notch Package Salesmen 
Poo Parra Sf Watcabe inktiiee, Winners of Insulation Board Institute's Package Salesmen 
He gave his best salesmen added re- contest. 

nsibilities and job titles. He vowed 
that he wouldn't personally interfere with 
ean har hee "Souls orotabty — Ask Mills to Ship Segregated Lumber Cars, Dealers Told 
some mistakes in gener as well as Minimum mechanical handling equipment necessary to 
selling, but that I was investing such : 
decisions with them and would only effect savings. 
assist them when absolutely necessary,” 
the dealer explained. " : 
, After two years experience with the Shopping Center Sales Magic 
wae tiene tag rt ae ot Hechinger's new store in Maryland shopping center ex- 
many details and can get out and sell pected to produce $1 million sales the first year. 
big accounts himself. He has time now 
to Fae’ ors Sales have increased. _ 

e has, of course, given some merit : ; 
raises to the best people, but the “status” Small Wholesaler Thinks Big 
incentive plan is actually saving him That's why Oklahoma Hardware offers a wide range of 
poo “cee fhe ng gel » custom services to retail lumber dealers. 


Hardware Featured in Lumber Store 
$150,000 sales goal for hardware in new retail store of 
A. C. Houston Lumber Co., Wichita, Kans. 


Why Are Lumber Dealer Profits Unsatisfactory? 
Management-Workshop-in-Print, by Art Hood. 
WHAT IS “DSC”? This insignia 
above, which you'll see used with many z 
articles in A.L., is a symbol for DEAL- - 
ER SALES CONTROL. It is one of the | What’s Coming... 
conan — guiding our edi- C RA ee ais 
tors. It signifies a progressive manage- NEW PRODUCTS 74 onnecticu eaier 0 
ment method—controlli the sale— oe builders either custom fab- 
which works for the home building re- SPECIAL OFFERS page 82 rication or new line of pre- 
modeling, farm and commercial markets. | 
When a dealer controls his sales, he SALES AIDS page 83 fab models .. . . dealers tell | 
performs services for either contractor their worst mistakes ... . 
or consumer, assuring adequate profit a data on materials handling | 





on materials and Pegg oF mes ayers WANT ADS page 86 costs in retail yard . . 
can stem from land control, pre- ; 
fabing, financing, sales of new homes ADVERTISING INDEX page 87 enpart advice on land de- 


or ss packages (rather than velopment by dealers 
ilde 


pieces) to builders or consumers by the all in your May 9th issue. 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
er. 


scale adal 
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PROVED (QR 
WHEREVER ou 
BUSINESS BANKS 
ON GOOD TIRES 


FIRESTONE PERFORMANCE PAYS OFF WITH LOW-COST-PER-MILE BUILDING MATERIAL DELIVERIES 


Firestone tires’ low-cost-per-mile is reflected in performance records of 
thousands of trucks across the country. That's because 425,000,000 tire miles 
a year in Firestone’s own tire testing program prove Firestone truck tires 
are your best buy! This vast tire testing program resulted in Firestone 
Rubber-X, the longest-wearing rubber ever used in Firestone truck tires. 
It also resulted in Firestone Shock-Fortified cord which means extra miles 
of service out of every tire. Get performance proved Firestone truck tires, 
on convenient terms if you wish, at your nearby Firestone Dealer or Store. 





Firestone 


BETTER RUBBER FROM START TO FINISH 


Copyright 1960, The Firestone Tire & Rubber Company 


% . ame ~ 
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PERSONAL VIEWPOINT 





High profit, low profit 


Greater emphasis at both the dealer and wholesaler levels on so- 
called “specialties” is strongly evident this spring. The term “specialty” 
really has to be defined. It may have the traditional meaning of such 
items as combination doors and windows or again certain products 
within a line of basic commodity merchandise. 

Probably the most significant is the situation within bread and butter 
“standards”—the plywoods and all types of board products. With pro- 
ductive capacity far greater than sales, there’s a natural tendency to 
place strong emphasis on specialty items which carry, at least tempor- 
arily, a higher profit return. 

We believe this move to push goods selectively is being accelerated 
by a somewhat slower housing year and keener insight on the manage- 
ment side at both dealer and wholesaler levels. 

While we applaud effort on high margin items, it should not be for- 
gotten that specialties generally require greater sales efforts. New 
items call for more of the salesmen’s time, increased advertising and 
promotion expense. There is a tendency also to neglect the standards 
and reduce or eliminate basic, low-profit items from the warehouse. 

It seems reasonable to repeat a basic premise of retailing and 
wholesaling for the industry. If we take as an ultimate goal one-stop 
service of both consumer and contractor, a full line should be stocked. 
Further, it must be offered without strings and at a competitive price. 

Turning directly to dealer merchandising, let’s consider display in 
the store. At the 1956 model store we planned for NRLDA, products 
were displayed on the basis of function performed. Following this 
plan we signed our wall and floor fixtures—ceiling materials, wall 
coverings, floor materials, etc. Under such a labeling we showed all 
items fabricated to serve such a purpose from low to the highest price. 

Under present competitive conditions, there is strong feeling to 
ignore low-profit items in store displays. We suggest that this often 
leads to customer complaints and a possible reputation in the com- 
munity as being a source for only high-priced merchandise. 

There is, of course, a compromise course to follow, one largely 
adopted by department stores. On floor coverings, for example, stress 
your top line but display all types from the lowest-priced, competitive 
asphalt tile. Describe with signs the qualities of each item, give custo- 
mers a choice. 

The manufacturers, with high production capacity in many lines 
are naturally concerned with dealer and jobber thinking on standards. 
There’s an old guard who will revert to type—meaning price cutting 
and junking of distribution channels. The more intelligent will pressure 
their research departments for improved commodity products with 
truly distinctive features. They will also push specialties and try for 
more ways to help increase profits for their dealers and distributors. 

One producer group—the Insulation Board Institute—now has an 
industry-wide campaign underway to help dealers sell packages. As 
a group, they are running in this issue a special insert, “The Package 
Salesman”, tied to a contest for yard salesmen. This IBI program is 
planned and executed to increase dealer profits by encouraging the 
sale of packages not pieces. When this is done, the price of board 
sheathing, for example, does not become an issue and full list prices 
become possible. 

This seems a sensible course to follow. Here the slant is created 
sales, not an unholy scramble for walk-in business at a price. The IBI 
is to be complimented for statesmanship and sales-minded, not produc- 
tion-minded thinking. 

Still another industry—plywood now has one leading manufacturer 
basing a full-scale spring campaign on sales packages—both small and 
big tickets. Especially significant are display tools on non-plywood 
items to fully service the dealer. 

We are seeing changes which place a premium on manufacture in- 
genuity and courage. Market growth will not belong to the producer 
relying on price alone. We expect to see and urge manufacturers to 
set up several new departments to service their customers more effi- 
ciently. We refer especially to field research in new sales techniques 
and the changing requirements of customers. The producer wagging 
a reproving finger at customers should examine his own promotional 
structure. If it’s pre-war, and many are, the situation is dangerous now 


and for the future. 
—Gordon J. Lawler 
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PLANS FOR NATIONAL FOREST PRODUCTS week October 16-22 are beginning to mature. 
All levels of the industry in both Canada and the United States are ex- 
pected to participate. Hoo-Hoo is largely credited for keeping this 
project alive and kicking. 

What_is shaping up is sort of a grass-roots, do-it-yourself promotion on 
the state and local level. For dealers in a community it simply means 
concentrating sales and display efforts on all forest products during mid- 
October. A symbol will be available for ads and in-store merchandising. 
Retailers probably will be encouraged to have open houses and many demon- 
strations in their stores. Coming as it does just before a relatively 
Slow period, the support is expected to be excellent. 

Dealer initiative is to be encouraged and we expect promotions to range 
from simple affairs to model home events designed to clear unsold homes as 
winter approaches. It would be our guess that wood paneling and tile will 
be strongly featured. There are, however, many other specialty items 

made largely from wood also worth promoting. 

KOPPERS NEW DYLITE COMPONENTS with plastic cores of expandable polystyrene are 
finally described in a new 33-page brochure. These are the panels used 
in the 1959 NAHB research house at East Lansing, Mich. 

Wall panels, gable ends, roof panels, exterior door and window panels, end 
panels and much more, are covered in this significant booklet. If you'd 
like a copy of the piece write Koppers Co., Inc. Dylite Panel Plant, Plas- 
tics Div., Harper Sta., Detroit 13, Mich. Ask for bulletin C-10-291 and 
mention this magazine. 

OPTIMISTIC PREFAB MANUFACTURERS are estimating 150,000 homes this year. The 
forecasts seem realistic largely because the prefab firms in many areas 
have fairly reasonably priced land on hand. Also, as usual, long-range 
commitments for mortgage money by prefabers helps a lot. 

Defining the term "prefaber" is becoming a serious problem. Experts close 
to the industry say there's now a new one every week, but this largely 
covers all forms of component fabrication. By all odds, the house truss 
is the most popular item. 

MINIMUM WAGE LEGISLATION is near a showdown in Congress. Demanded is a $1.25 
an hour minimum and increased coverage of retail and service establish- 
ments. The Chamber of Commerce of the United States recently prepared an 
able summary pin-pointing the dangers to small businesses in this 
legislation. 

Proponents of the bill are using false, simple strategy. They convey the 
idea that the bill will not affect small business because of provisions 
for exempting small stores. The Chamber has a film "Crossroads: Main 
Street and the Minimum Wage," worth showing to all businessmen. The 
rental is only $5 for three days. 

HOUSING BILL being discussed in an election year will make the headlines. 
Actually, we expect a fairly mild final bill in the face of the gradually 


easing money market. 

More funds for remodeling seem a sure thing and will be tied to upgrading 
our present housing inventory. Direct loans for veterans may have a 
prayer. We see no chance on $1 billion for Fanny May. 


LAND DEVELOPMENT AND COMPONENTS seemed the keys for capturing the second home 
(vacation, retirement) market at Douglas Fir Plywood's recent meeting in 
Tacoma. The sesSion was attended by 14 retailers and trade magazine 
editors. 

Citing facts on growing volume in this field, the speakers warned that 
lumber dealers could lose the business unless they moved fast. Shaping 
up is a complete program for the retailer ambitious enough to go after 


these big-ticket sales. 
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At Moser Lumber Co., Naberville, lil, Idea No, US- 
is viewed by Acme Idea Man W. C. Saari, who helped develop it. 


Here’s how Moser Lumber Company gives high handling costs the slip. 
Lumber orders like this used to be hand-loaded and unloaded piece by 
piece. Loading took two hours, unloading one hour. 

Today, with the help of Acme Steel Strapping, Stretcher and Sealer, 
the entire order is unitized into a single load. It’s assembled, strapped, 
and then loaded by lift-truck in less than 30 minutes... slipped off in 
“one piece” in a couple of minutes from roller bed trucks. 

Such solutions to costly problems have made Acme Steel the leader 
in steel strapping methods. For more facts call your Acme Idea Man 


ACME STEEL COMPANY 
Acme Steel Products Division 
Dept. AAS-40 

135th St. & Perry Ave 
Chicago 27, Ill. 


Please send me Idea No. 
U5-4 and examples of how 
major companies in my field 
use Acme Steel Strapping. 


or send the coupon below. 


STEEL STRAPPING 
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Watch flooring sales spring to life with exciting 


Flintkote’s Spring collection of new flooring styles sparks ideas by famous 
Interior Designers your fashion-minded customers will want to see! 


FLINTKOTE 


e 


| THe-Tex PRODUCTS | 


10 


Everyone gets ideas in the Springtime. 
But Tom Lee, Geraldine Nicosia, Burton 
Tysinger, and Emily Malino—famous 
Interior Designers—have the brightest 
of all: fresh home floor designs for Spring 
created with Flintkote’s new flooring 
styles. 


Flintkote’s Spring collection is as new as 
the first robin—full of bright, excitingly 
different patterns and colors that will 
make the most tired interiors spring to 
life. And, when high-fashion flooring 


ideas like these catch your customers’ 
eyes, you can be sure you'll soon be 
catching their orders. 

Striking Flintkote advertising will start 
the Spring flood of customers for you 
with brilliant four-color spreads and 
pages in Better Homes & Gardens and 
House & Gardens. 

And a big, colorful promotion will spot- 
light the Spring Collection in your show- 
room, making these big ideas mean big 
profits for you. 
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Spring additions to Flintkote’s high-fashion lines! 


NEW in Tile-Tex® Asphalt-Asbestos tile! 

New style—Texwood* giving the rich, warm look of wood. 
New Beige, Picacho, in Holiday style. 

New dark shade, Portugal, in Korkolor style. 

New Beige, Navarro, in Marbleized style. 


Flintkote’s wide selection of new flooring pat- 
terns widens your opportunities for new sales to 
home, commercial and institutional customers! 
NEW in Flexachrome® Vinyl-Asbestos tile! 

New style—FlexGold* in 6 bonanza colors. 

New style—Flexweave* in subtle tone-on-tone designs. 
New style—Woodflex* in Cherry. Like wood, no two pieces 
are alike, permitting tone variation without using con- 
trasting colors. 

Three new colors in Skytrail® style. 

Four new colors in Holiday® style—a total of ten. 

New color in Korkolor® style. 

Eight new colors in Marbleized style—29 colors in 1/16”, 
.080 and 1/8” thicknesses. 


NEW in Flexible Vinyl tile! 
Bold Terrazzo style—16 beauties in 1/8” thickness. 


NEW! Super Tuff-Tex® greaseproof-asbestos tile! 
Even tougher than ever and handsomer, too, in eight colors. 


And, announcing soon, a new semi-translucent vinyl tile 
in a non-directional pattern! *7.M.—The Flintkote Company 


AND HERE'S ANOTHER WAY FLINTKOTE PLANS TO BREATHE NEW LIFE INTO YOUR SPRING FLOORING SALES... a 
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NEW '60 samplers 
... accordion fold showing complete line! 





NOTICE: 20-min. color NEW maintenance 
film, ‘* Floors Unlimited"’, 


available on request. product display! 


Flintkote’s new Spring crop of 
sales-exciting merchandising aids 


Will help you make your store the decorating center FLINTKOTE 


and the sales center for flooring in your area. 
Everything you need to win customers is provided 
by Flintkote. Order your selling aids from your TILE-TEX 
Flintkote representative or write: PRODUCTS 
The Flintkote Company, Flooring and Adhesive cueas Mai te 
Division, 30 Rockefeller Plaza, New York 20, N.Y. ei ee 
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Everything you need 
for applying floor, 
wall and ceiling tile... 
from one big source: 


FLINTKOTE-ATLAS 
BUILDERS ADHESIVES 
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Step up to the Flintkote-Atlas line of build- 
ing adhesives—one of the broadest lines in 
the industry. It’s backed by a powerful con- 
sumer advertising campaign that keeps it 
an ever-increasing favorite: Life! Saturday 
Evening Post!...and many other leading 
big-circulation magazines. Colorful litera- 
ture and hard-hitting selling aids available. 
For particulars, write: The Flintkote Com- 
pany, Flooring and Adhesive Division, 
30 Rockefeller Plaza, New York 20, N. Y. 
Or, see your Flintkote-Atlas representative. 
He’s a great guy to do business with...and 


he really knows his builders adhesives. 


FLINTKOTE 


America’s Broadest Line 
of Building Products 


Atlas 


BUILDERS ADHESIVES 











Meet Flintkote salesman Harry Vorperian... with 
one of the broadest lines of builders adhesives in 
the industry. 
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fully-finished random-grooved paneling 
goes up fast over furring or existing walls 


Here’s the modern new paneling for dry-wall interiors, new or 
remodeled. Marlite Random Planks are 16" by 8... %4” thick with 
edges tongued and grooved for easy handling and simple 

installation over old or new walls. Six completely new Trendwoods 
(Danish Birch, English Oak, Swedish Cherry, Italian Cherry, 

Swiss Walnut, American Walnut) complement any room, any decor. 
Moreover, Marlite’s melamine plastic finish needs no painting or 
further protection. It wipes clean with a damp cloth; resists stains and 
mars; stays like new for years. Call your wholesaler now, or write 
Marlite Division of Masonite Corporation, Dept. 441, Dover, Ohio. 


« ® ; 5 
Marlite plastic-finished paneling 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 


6o7e 
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Make extra profits 
on every sale of cement 


You can make only a partial profit when you do not 
sell American Welded Wire Fabric with every order 
of cement. All permanent concrete needs good rein- 
forcement—that’s your chance to make a bonus profit. 
By selling American Welded Wire Fabric. American 
Welded Wire Fabric adds 30% to the strength of slab 
concrete. It’s a smart investment—your buyers want 
it. And it’s a good profit item for you. 

It’s easy to sell and we can help. A nationwide campaign 
is now promoting the sale of American Welded Wire 


American Steel & Wire 
Division of 
United States Steel 


Columbia-Geneva Stee! Division, San Francisco, Pacific Coast Distributor 
Tennessee Coal & tron Division, Fairfield, Ala., Southern Distributors 
United States Stee! Export Company, Distributors Abroad 
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Fabric. To generate local interest, American Steel & 
Wire will send you a free merchandising kit to help 
you tie-in with this campaign. This kit includes ad 
mats, brochures, and direct mail pieces. It will boost 
your sales of this quality reinforcement. Clip the 
coupon and send it in right now. 


USS and American are registered trademarks 


(iss) American Welded Wire Fabric 


American Steel & Wire 

Dept. 0239, 614 Superior Ave., N. W. 

Cleveland 13, Ohio 

Rush me a merchandising kit, today, that will help me make extra 
sales and extra profits on American Welded Wire Fabric. 


BOIS is vndavecccsacceuedace - 
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GUARANTEED 
UNDERLAYMENT 


VALU UU TUUTT Nez 


SMOOTHER SURFACE AT LOWER COST 


Granite Board is a smooth, micro-sanded underlay- 
ment for floor coverings. It is free of knots, patches 
and grain defects. It eliminates ‘‘show through” irregu- 
larities and cracks in wood floors and sub-floors. Per- 
formance guaranteed. Offered at a low, low price. 


Granite Board is made from thermosetting resin- 
bonded particles of Eastern White Pine. It is excep- 


750 Third Avenue, New York 17 
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3641 So. Washtenaw Avenue, Chicago 32 


tionally uniform, micro-sanded to + 0.100”. Needs 
no filling or patching. Insulates. Reduces noise trans- 
mission. Resists indentations. Increases cushioning. 


Granite Board can be sawed, planed or routed. Nails 
firmly. Screws easily. Will not split: Why not offer 
Granite Board to your customers? Contact your near- 
est National office for full details. 


tonal 


STRUCTURAL PRODUCTS 
NATIONAL STARCH and CHEMICAL CORPORATION 
87 Haynes Street, N. W. Atlanta 3 
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PLENTY OF GOOD REASONS, ALL 
OF THEM WORKING FOR YOU: 
the mighty Bird Wind Seal Shingle is 
known more and more as the shingle 
that even hurricane winds don’t rip 
loose .. . through strong national con- 
sumer advertising in The Saturday 
Evening Post...and word-of-mouth rec- 
ommendations from satisfied customers. 


4 How come 

; Dy . Bird Wind Seal 

shingles are so 
easy to sell? 


...especially 
when there are 
so many Cheaper 
shingles on the market! 


set™y @ powerful seals spaced for drainage 
e proved to hold in 125 MPH hurricanes 
» ° lay fast in the usual way — no pulling 
é apart or turning 

e long lasting double-surfaced 
construction 

@ advertised to your customers in The 
Saturday Evening Post 


Nothing’s a bargain that isn’t good. The Bird Wind Seal costs a | 4 | | 4 | ) | 


little more, but it’s still the best bargain and everybody knows it! 





Birp & SON, INC. 


Wind Seal 


SHINGLES 


E. Walpole, Mass. « Chicago, Ill. « Shreveport, La. « Charleston, S. C. BIRD) 


Ce £3 
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Trinity White Portland Cement 





| Waitest 


-A PRODUCT OF GENERAL PORTLAND CEMENT COMPANY 


CHICAGO. + CHATTANOOGA 
DALLAS + FORT WORTH 


* 

= | 
UM RLOLUN} (0), MEM 14010], TOCSY 
JACKSON, MICHIGAN + TAMPA 
PORTLAND @ J CEMENT MIAMI + ~=LOS ANGELES 
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HOUSE of EASE 





Easy Selling ...with Reynolds Aluminum 


The move toward “Easy Living”. ..toward low upkeep and lasting beauty with 
rustproof, rot-proof Reynolds Aluminum...is gaining speed fast. One good 
reason is today’s market of second- and third-time homebuyers. They know 
the cost of maintenance! 


Proof is in the 1959 success of Reynolds “House of Ease” in 70 markets. Another 
indication is the recent FHA bulletin which recognizes both lower maintenance 
and lower operating cost with aluminum materials — suggesting that these 
savings might help buyers qualify for a larger mortgage! 


All this means a big flow of products made of Reynolds Aluminum passing 
through dealers’ hands... easily handled, solid-profit material that your builder- 
customers want. Let us show you how to cash in on these exciting new products. 
Send the coupon on the back page, or write to Reynolds Metals Company, 
Richmond 18, Virginia. 


This two-page spread appears with appropriate consumer copy in June HOUSE BEAUTIFUL 
... Reynolds advertising support also includes full color pages in all the home-planning magazines 
and jrequent commercials on Reynolds network television shows: “BOURBON STREET 
BEAT” and “ADVENTURES IN PARADISE,” on Monday evenings and “‘ALL STAR 
GOLF,” on Saturdays... ABC-TV. 





Reynolds goal is to 


set up efficient distribution 


through regular 
Building Supply Dealers. 
How about you ? 


"REYNOLDS 
- This label, identifying quality products featured 
in the “House of Ease,” is your guide to extra 
sales and profits. It is your guide to products 


“pre-sold” to your customers by Reynolds national television \ 
and magazine advertising and dynamic promotions for builders. oO 


In addition, Reynolds and the Lumber Dealers Research Council 
together have developed an exciting exclusive for dealers —a complete line of 


“Independence Homes.” Architect designed and engineered 
Lu-Re-Co system, these homes feature a complete package 


for the 
of aluminum 


building products and will be backed with sustained national 


advertising and a powerful promotion program. 


Mail the coupon below to get complete information on these programs. 


REYNOLDS ALUMINUM 


REYNOLDS METALS COMPANY 
Richmond 18. Virginia 


| am interested in stocking and selling aluminum building products. 
Please send me full information. 


(] “HOUSE OF EASE” PRODUCTS [] “INDEPENDENCE HOMES” 


Name 





Firm__ 
Address 
ae 











Homes like this ‘House of Ease” drew large crowds to the 
Twinbrook Hills development of Vista Homes, Inc., in Hamil- 
ton, Ohio. Fred Estep, General Manager, reports substantial 
sales increases, with more than 90% of the buyers choosing 
models featuring an aluminum exterior. He also reports 
savings of at least $20 per house on aluminum siding, due 
to the baked-on paint finish and reduction in call backs. 





YOUR CUSTOMERS are being pre-sold 
by this advertising in 

AMERICAN BUILDER 

PRACTICAL BUILDER 


Why so many builders 
are buying so many Bergers 


Pre | BA 
SPEED-A-LINER DUMPY LEVEL — Model 190 — 18-power internal 


focusing 1142” telescope. Underslung level vial fully protected. 
Built-in sunshade. Enclosed 4-screw leveling head. $69.95* 


HEAVY DUTY 12” DUMPY LEVEL — Model 
150—24-power coated optics. 12” erect- 
ing internal-focusing telescope. Dust 
protected horizontal circle. Vernier reads 
to 5 min. $174.95* 


If you were to compare “notes” with builders who use Berger 
transits and levels, here’s what you'd hear: 

From Ralph Rich, F. D. Rich Co., Stamford, Conn. “Our 
Berger 12” Dumpy Level gave us real dollar savings in time 
and materials on a million dollar court house. Specifications 
were really tight but we checked out floor grades without any 
trouble. Same for floor heights, door heights, outside stone- 
work lines and grading. We've been using Bergers for years. 
They’ve never let us p in 


And Richard A. Krueger, Krueger Bros., Needham, Mass. 
“The Berger we bought paid for itself on just 3 houses. Here’s 
how: we figure a clear saving of $60. per house on labor, 
gravel and cement by getting on-the-button accuracy in 
measuring excavation depths, establishing foundation heights 
and grades for drainage and streets. Focusing is quick and 
easy; optics are clear as crystal.” 


F. E. Fitzpatrick, Building Contractor of Westwood, N. J. 
“My Berger Convertible paid for itself on this job alone. 
So far, I've used it for leveling foundations, setting forms, 
locating buried survey stakes, setting the first course of 
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SPEED-A-LINER TRANSIT-LEVEL — Model 
200—New brilliant 18-power optical sys- 
tem. Horizontal circle; 
Positive telescope level lock. $112.50* 


vertical arc. 


MASTER BUILDER CONVERTIBLE TRANSIT-LEVEL — Model 320 ~ Big 
instrument performance at moderate cost. 22-power telescope; 
coated optics, 3-ft. short focus. Powerful leveling lock. $229.50* 


rd 


SERVICE TRANSIT-LEVEL — Model 143 — 12-power 
erecting telescope with rack and pinion focusing. 
Reinforced one-piece yoke frame. Telescope and 
plate vial for constant level control. $99.95* 


Other Berger low-cost, easy-to-use instruments include: Service Dumpy Level 
$59.95* Duplex Tilting Level $79.95* Sight 'n’ Surface Pocket Level $3.85. 


siding and establishing some tricky grades.” 


A. Freed, Homestead Construction Co., White Plains, N. Y. 
“I find the Berger particularly easy to set up. It’s a fact that 
our accuracy in measuring and our savings on labor have 
long since paid for its cost.” 

So it goes, with builder after builder on job after job. For 
they’ve all learned that the true cost of a transit or level can 
only be measured by its day-in and day-out performance. 
And by that standard, builders everywhere agree there’s no 
better buy than a BERGER. We hope you'll own one soon. 
You'll be glad when you do. Write for details. 


C. L. BERGER & SONS, INC., 59 Williams St., Boston 19, Massachusetts 


*Prices include stiff leg tripod. plumb bob and case—F. 0. B. Factory 


BERGER 


ENGINEERING AND SURVEYING INSTRUMENTS ... SINCE 1871 


THE BEST IN 
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SALES CONTEST WINNER F.N. Smith and... . his winning package entry. 


Select Top-Notch Package Salesman 


CuicaGo—Francis N. Smith, man- 
ager of F. N. Smith & Son, 
Pontiac, Ill., is the $500 first-place 
winner in the initial round of the 
Package Salesman contest sponsored 
by the Insulation Board Institute. 
Smith’s prize-winning package sale 
involved the remodeling of an ancient 
farm home into a modern dwelling. 

Because it won first place in 
the April Package Salesman contest, 
Smith’s entry will automatically be 
placed in competition with the first- 
place $500 winners in the July and 
October contests for the $2,500 grand 
prize. 

Charles M. Gray, IBI manager, 
said that the three contests being con- 
ducted during 1960 are designed to 
help dealers get more DSC (Dealer 
Sales Control) through package sell- 
ing. To enter the contest, retail sales- 
men send in the story of their most 
satisfying package sale. 

Second-place $250 winner in the 
first round of the contest is Frank R. 
Garcia, salesman, Hudson River Yards 
Corp., Tarrytown, N.Y. His package 
sale involved 22 homes to a tract 
developer. 

Third place $100 winner is Ralph 
F. (Pete) Stout, salesman, Davis Lum- 
ber & Hardware, Hutchinson, Kans., 
whose package sale story concerned a 
residence modernization. 

Five runner-up winners, each of 
whom won $50, are Glenn W. Bass, 
partner, Gonigam-Bass-Hill Co., Wal- 
nut, Ill., for a solar-heated hen house; 
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Charles M. Ottey, salesman, Hummer 
& Green, Chester, Penna., for a 
kitchen remodeling; George Osborn, 
owner, Northwest Lumber & Mill- 
work Co., Chehalis, Wash., for an 
office remodeling; J. H. Coman, Jr., 
Coman Lumber Co., Durham, N. C., 
for a church remodeling and modern- 
ization; and M. M. Spann, Pierceton 
(Ind.) Lumber Co., for a new house 
package. 

Complete details on the winning 
stories appear in the PACKAGE 
SALESMAN section on page 43 of 
this. issue, an advertisement of the 
Insulation Board Institute. 

New deadlines. “To allow retail 
building materials salesmen more time 
to get their entries in for the second 
and third rounds of the contest we are 
extending the deadline,” Gray re- 


FRANK R. GARCIA {left} of Hudson River 
Yards Corp., and his customers. 


ported. “The original May 1 postmark 
deadline date for the July Package 
Salesman contest is now midnight, 
May 31, 1960. The new postmark 
deadline date for the October contest 
is now August 31, 1960.” 

Entries are judged on the basis of 
sales initiative and originality and 
whether the package sales includes a 
majority of the needed dealer-avail- 
able materials and services necessary 
to fully satisfy the customer’s end- 
result. 

To qualify for the contest, the 
package sale reported on must include 
at least one of these insulation board 
products: Ceiling tile (standard or 
acoustical); insulating roof deck; 
building boards; sheathing; wall plank; 
shingle backer. All entrants receive a 
complimentary Parker ‘Order Jotter’ 
pen. Send entries to: Package Sales- 


PETE STOUT, Davis Lumber & Hardware, 
examines package installation. 
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man Contest, Box 5905, Chicago 80, 


Ill. 


Judges, sponsors. oe ge of the contest 
, chairman of t 
editorial board, A. L. & Building Feedosk 
Merchandiser. Serving with him are H. R. 
(Cotton) er executive vice-president, 
umber Dealers Association 
and S. M. Van Kirk, general manager, Na- 
tional Building Materials Distributors Asso- 


judges is Arthur A. Hood 


National Retail 


ciation. 


The 14 member companies who are spon- 
itibi 


sors of the program through IBI 
Corp.; Armstrong Cork é aN 
Allied Chemical Corp.; The Celotex Corp. 


Co.; Insulite Div., M & O 


United States Gypsum 


0. and 
version Co. 


-| Barrett Div., 


Certain-teed Products ore. The Flintkote 
r Co.; Johns- 

Manville Sales Corp.; Keleor Caren Co., 
Inc.; National Gypsum Co.; Pioneer Div., 
the Flintkote Co.; ty Logg Co.; 
Con- 


Aluminum Siding Film 
Shows Proper Application 


PITTSBURGH— Five residential 
building products manufacturers have 
joined Aluminum Company of Amer- 
ica in making available to lumber and 
building materials dealers a motion 
picture showing how to properly in- 
stall aluminum siding. 

Instructions on how to estimate the 
job, utilize accessories and complete 
the installation are given in this 30- 
minute film. 

“Houses Have Four Sides” tells 
home builders and home improve- 
ment contractors how to sell and in- 


stall the new Alcoa siding, introduced 
recently. 

Describing research required to 
perfect the new aluminum siding, 
which incorporates both mass and re- 
flective insulation, the 16mm _ full-col- 
or movie with musical background 
can be obtained through five national 
firms who sell Alcoa siding on an ex- 
clusive basis: 

Barrett Div., Allied Chemical Corp, 
New York City; Bird & Son, Inc., 
East Walpole, Mass.; Flintkote Co., 
New York City; Mastic Corp., South 
Bend, Ind. and Philip Carey Manu- 
facturing Co., Cincinnati. 





NEW TILES have soft colors, delicate de- 
signs and acoustical qualities. They are 
especially suitable for dining rooms, bed- 
rooms and other areas where high style 
decorative effects are desired. 


BRUSH ON adhesives now eliminates 
furring strips if the ceiling is smooth and 
sound. Staples are used on exposed 
edges while the adhesive sets. 


Armstrong Shoots for Ceiling 


Jobbers hear extensive promotion plans for new line of 
ceiling tile. New brush-on adhesives, eliminating furring 


strips, also announced. 


LANCASTER, PENNA.—Continued 
promotion and advertising for spe- 
cialty ceiling tile is planned for 1960 
by the Armstrong Cork Company. 
Low-profit, so-called “standards” in 
the board line, are largely ignored. 
That’s what nearly 500 distributors 
and guests heard at the firm’s annual 
convention here, early this month. 

During the convention there were 
announcements on: 

* A new line of tile using translucent 
printed designs and colors with acous- 
tical qualities. The designs were 
planned for specific uses—the living, 
dining and bedrooms. 

* A new adhesive, which can be 
brushed on, eliminating the use of fur- 
ring strips. 

* A portfolio of 12 dealer promo- 
tions to boost tile sales. 

¢ A tested program to sell installed 
ceilings. The plan is flexible enough 
to show dealers how to sell both 
low cost and quality acoustical ceiling 
jobs. 

Drawing a bead on competitors, H. 
R. Peck, vice-president and general 
manager, building materials opera- 
tion, noted that ceilings were Arm- 


strong’s prime sales target. Others, he 
said,’ still had a high percentage of 
their sales in board items usually turn- 
ing a low profit for jobbers and deal- 
ers. 

He cautioned his audience not to 
be misled by current industry board 


TYPICAL WHOLESAL- 
ERS include (I to r) 
Lowell Halle and Mo 
Damhorst, Irwin Pa- 
per Co., Quincy, Ill., 
and Fred _ Birkhill, 
Wo'verine Shingle and 
Lumber Co., Detroit, 
Mich., at 1960 Arm- 
strong Cork conven- 
tion, 
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sales levels. Although ceiling sales to- 
day are at an all-time high, the total 
market potential is far greater than 
what is being sold, he said. 

Peck stated that his research indi- 
cated that 10% of all homes in the 
U.S. housing inventory are planning 


- to install or repair at least one ceiling 


during 1960. 

He was followed by C. W. Moodie, 
manager of advertising and promo- 
tion, who said that some dealers were 
averaging sales of 10,000 to 15,000 
square feet of tile monthly at margins 
up to 78%. 

Margaret Gordon Dana, the firm’s 
chief director of interior decoration, 
commented that only since 1900 have 
homes had plain ceilings. The wealthy, 
she said, always specified rather or- 
nate ceilings with design quality. There 
were a few laughs when she made a 
brief reference to the decorated ceil- 
ing of the Sistine Chapel, implying 
that Armstrong’s new designs fol- 
lowed in logical succession. 

Agreeing with this publication’s 
Dealer Sales Control premise, F. W. 
Huffman, manager of maket develop- 
ment and sales training, explained in 
detail his feeling that installed ceilings 
were a great area for growth. 

A skit dramatized Huffman’s con- 
tention that contractors and mechan- 
ics rarely could sell successfully. This 
is a job for the dealer, Huffman con- 
cluded. 





Ask Mills to Ship Segregated 
Lumber Cars, Dealers Told 


Minimum mechanical handling equipment necessary to 


effect savings. 


Des Motnes, Iowa—Dealers spend 
an extra day’s unloading time at a 
cost of $100 or more per car when 
they handle mixed lumber cars, Ger- 
ald A. Jewett, Jr., treasurer, Jewett 
Lumber Co., told the Iowa Retail 
Lumbermen’s convention here recently. 

Speaking on “Segregated Lumber 
Loading—How the Shipper Can Help 
the Dealer,” Jewett said that mills 
are doing better every year segregat- 
ing and blocking lumber properly for 
shipment. 

“Some mills even send along photos 
of the loading and ask for comments,” 
he said. Savings up to $100 or more 
in labor costs, demurrage and equip- 
ment tieup can be effected with seg- 
regated shipments, Jewett claimed. 

He counseled dealers, regardless of 
size, to cut handling expense by us- 
ing mechanical equipment, starting 
with a lift truck and a ramp built out 
of stock. Mechanical equipment makes 
it possible to stock higher, control in- 
ventory better and offer faster serv- 
ice. 


Time saving. Three men can un- 
load and stock a segregated car of 
dimension in about seven hours using 
mechanical equipment, Jewett has 
found. Flooring, plywood or studs can 
be unloaded in 30-60 minutes with 
about double this time required to 
handle 9’ insulation board because of 
extra care. 

Jewett quoted lumber wholesalers 
on segregated shipments as follows: 

Gilliam, Frudden Lumber Compa- 
ny, Dubuque, Iowa: “We charge back 
to the mill $3 for every thousand 
feet of lumber we have to sort if we 
have ordered a segregated car and 
don’t get it. This can amount to about 
$90 or $100 a car.” 

Bob Muhl, Edward Hines Lumber 
Company, Chicago: “We are now 
spending more money for better 
blocking, especially in shipping white 
pine. Lumber arrives in good condi- 
tion.” 

Mickey Crawford, Des Moines: 
“Most Canadian mills ship segregated 
cars at no extra cost.” 

Rudy Bechtold, Bradford-Kennedy 
Company, Omaha: “Many mills seg- 
regate lumber by dimension in cars, 
even though it isn’t ordered that way. 
I don’t know of any mill that charges 
for this service.” 

John Shearon, John Shearon Lum- 
ber Sales, Des Moines: “Mills load 
green dimension direct from the 
planer into the car. Naturally that 
lumber is segregated by width. Some- 
times these mills charge $2 extra for 
cars that hold more than one width 
because of having to change the plan- 
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er setup. However, dry mills segre- 
gate both by length and width with 
no trouble. Special banding runs about 
$1 extra, depending on the mill, but 
some band inside the car at no added 
cost.” 

Lee Abarr, Cowan & Cowan, Wa- 
terloo, Iowa: “One firm, in addition 
to string-tying its uppers, bands all 
studs in bundles of 250 or more at no 
extra cost. It also packages 4x4’s in 
random length cars for only $1. 
Smaller packages run $3, flat cars 
$2 and paper wrapped is $20. Use of 
rubber dunnage now used with ply- 
wood shipped is being considered for 
dimension at a cost of $250 a car, 
refunded on return. It is not ad- 
vantageous to completely segregate in 
highly-mixed cars, but there is less 
trouble doing so in cars carrying 50,- 
000 feet or more.” 

Rans Nell, Braun Ray Bros., Oma- 


ha: “One shipper sends a blueprint 
along with a car at no extra cost 
showing location of materials.” 

Robert Leachman, Jr., Leachman 
Lumber Co., Des Moines: “Small 
mills are not in position to segregate. 
Many larger ones already do so for 
their own convenience and inventory 
control. Banding costs from $1 to $3 
extra per thousand feet depending on 
size and number of bundles.” 

Jim Turner, Walter T. Johnson 
Lumber Company, Omaha: “No deal- 
er has ever asked us to have ship- 
ments segregated.” 

H. B. “Doc” Church of Weyer- 
haeuser Sales Company, St. Paul, 
Minn: “Our mills are now more 
conscious of proper loading and 
blocking. We conduct a training pro- 
gram on the subject and none of our 
loading is contracted out. We find it 
cheaper to load in units from our 
sheds, but it is sometimes hard to do 
so from a planer mill. One problem 
is that dealers vary so much in their 
loading requests.” 

Jewett summed up by saying deal- 
ers should order segregated cars and 
buy only from mills that offer the 
service at no _ additional charge. 
“Force mills to segregate their cars,” 
he advised. 





Wholesaler Sponsors One-Day 
Dealer Management Session 


CHICAGO HEIGHTs, ILL.—Em- 
phasizing his belief in the need for 
supplier-retailer teamwork, Earl M. 
Sulzberger, president of Reliable Ma- 
terials & Supply Co., a wholesale or- 
ganization, sponsored a day-long man- 
agement school for 60 area lumber 
dealers. 

Sulzberger was so impressed with 
a four-day adult education course in 
business management offered by the 
University of Illinois last fall that he 
made plans to bring the highlights of 
the course to his Indiana and Illinois 
lumber dealer customers. 

Participating from the University of 
Illinois were associate professors Ir- 
win Cochrun and Dr. Robert G. Sey- 
mour and instructor Wayne A. Lem- 


burg. Cochrun emphasized the need 
for written operating =, What 
is the procedure to follow on em- 
ploye sick leave? How far do you go in 
extending credit to contractors, who 
have regularly paid their bills, then 
suddenly miss several payments? How 
many different fund drives do you 
allow? 

Lemburg spoke on employe com- 
munications: how to maintain mo- 
rale; training programs; how to han- 
dle a new employe. Seymour pointed 
out the limitations of advertising, cus- 
tomer motivations and management 
techniques. 

Dealers agreed that the session was 
helpful, another step toward greater 
Dealer Sales Control. 





Finds New Way to Count Houses 


WASHINGTON, D.C.—About June 
1 the Census Bureau will issue revised 
figures on new private housing starts 
for April and every month back to 
January, 1959. It is expected the new 
statistics will show more new homes 
have been going up than formerly 
indicated. 

It is thought the revised sampling 
will show that from 200,000 to 300,- 
000 more homes were built last year 
than the 1.3 million estimated. New 
figures should lift the 1960 estimate 
by about the same margin. 


The Census Bureau continued to 
check 6,500 state and local offices 
issuing housing permits and use this 
sampling to estimate a nationwide 
total after it took over the job from 
the Bureau of Labor Statistics last 
July. Now it samples 10,000 offices 
and more thoroughly covers area that 
do not require permits. 

February figures show housing 
starts on a seasonally-adjusted rate 
running at 1,115,000, down from the 
1.2 million predicted for 1960. 
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Lenders to Learn Latest 
Building Ideas in July 

URBANA, ILL.—A_ six-day short 
course to acquaint mortgage lenders 
with latest developments in construc- 
tion processes, building materials and 
home planning will be held here July 
11-16 by University of Illinois Small 
Homes Council-Building Research 
Council and division of university ex- 
tension. ‘ 

U-I faculty will discuss land plan- 
ning and development, zoning, archi- 
tectural design; materials’ selection, 
heating and air conditioning; plumb- 
ing and wiring; construction of foun- 
dations, floors, walls and roofs; eval- 
uation of plans for kitchens, bed- 
rooms and other house areas in this 
seventh annual home _ construction 
course. Tuition is $75. Applications 
can be obtained from Short Course 
Supervisor, 116-e Illini hall, Cham- 
paign, Ill. 


Tells Southern Pine Mills 
To Help Dealers, Prefabers 


New OrLEANS—William A. Rich- 
ardson, president, Spartan Lumber & 
Hardware, Tulsa, Okla., told the an- 
nual Southern Pine Association con- 
vention here that they should have 
closer co-ordination with retail lum- 
ber dealers. 

He said that the “builder uses what 
the consumer demands.” He urged 
the Southern Pine people to_ first 
create consumer demand; rather than 
give all promotion attention to build- 


ers. 

The Tulsa dealer praised the high 
quality of Southern Pine, but said it 
has “not always been utilized to full 
advantage.” 

E. C. Gates, Fordyce, Ark., presi- 
dent of the Southern Pine Associa- 
tion, said that a huge potential for 
Southern Pine exists in the trend to 
component panelized homes. 

He cited the “natural strength” of 
the species, which makes it ideal for 
component manufacture. Gates pre- 
dicted an increased lumber market in 
the decade ahead, partially as a re- 
sult of house prefabrication. 

Speaking for the prefab industry 
was Homer H. Harris, Baton Rouge, 
La., vice-president of the Crawford 
Corp. He said that the market for 
manufactured homes in the United 
States “may well reach 50% to 70% 
of all new homes built by 1970.” 

Harris said that “uniform sizes are 
all-important” and also proposed the 
establishment of “use grades” for 
Southern Pine. “A No. 2 stud grade 
would be invaluable to manufactured 
homes because No. 2 common is little 
too broad a grade,” he explained. 

Water repellents might solve the 
crooking problem in Southern Pine 
2x4s, Harris suggested. “And we need 
specified lengths for the right place, 
shorts and lumber unitized by length 
and grade,” he said, 

Philip E. Frankfort, Franklin, Va., 
was elected president of SPA. 





Your sales of 
1=3 OS @ 3 2s 8. sk &: 
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. with Cana C 
(plus CCH) 


“C and C’”’ means Certain-teed and Comfort. 

Certain-teed is helping your customers merchandise 
comfort to new-home buyers through “Our Wonderful 
World of Color and Comfort” builder program. 

You can profit from this program by promoting 
Certain-teed Fiberglas* Building Insulation, one of the 
proven, nationally-known products to be featured. 

You'll also profit from ‘‘CCH’’—the Comfort Condi- 
tioned Home program sponsored by Owens-Corning 
Through it, Certain-teed provides many free builder mer- 
chandising services to your customers to help them sell 
more new homes. 

Tie in with this combined program and see your 
sales climb. 


*TM Owens-Corning 


Cortainteed ) Cort. a tia-b €F a COMFORT 


BUILDING PRODUCTS CONDITIONED 
HOME 


Superior Products through Creative Research 


> \\L 





CERTAIN-TEED PRODUCTS CORPORATION 
Ardmore, Pennsylvania 
Plants and offices throughout the United States 
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Tacoma Lumbermen Take Ad 
To Play Up Quality of Wood 

Tacoma, WasH.—Pointing out 
“how quality wood construction pays 
dividends to taxpayers as well as 
students,” Tacoma Lumbermen’s Club 
recently placed an ad in a local paper 
commenting on the new wood school 
being built here. 

Mt. Tahoma high school, with 
Strom Construction Co. as general 
contractor, is scheduled for comple- 
tion next year at a cost of $2.37 mil- 
lion. Being built of wood, the overall 
contractual cost of the school is $45,- 
000 less than the amount budgeted, it 
was explained. This initial lower cost 
also cuts about $20,000 from future 
interests paments. 

Area taxpayers were reminded that 
wood constructions “makes such sav- 
ings possible with no sacrifice in 
quality.” The ad stated that “wood 
schools are built to last, are safe and 
sturdy, actually stronger than more 
costly constructions, are easily altered 
to keep up with expanding school 
populations and offer natural beauty, 
warmth and friendliness.” 

Mt. Tahoma high is being built al- 
most entirely of locally manufactured 
wood products using local labor. 
“Modern wood schools,” the lumber- 
men’s ad said, “are our best invest- 
ment because they are less expensive 
to build, less expensive to maintain.” 


xy 


ALUMINUM COMPONENT COTTAGE—Two do-it-yourselfers can erect this 5-room 
cottage in five days, says maker. Wall panels are insulated with Styrofoam, faced 
on both sides with colored Alcoa aluminum. Panels are interchangeable and lock 
together like a child's erector set. Above model is designed to sell for $5,500; 
smaller models can be sold for $3,500. Regional franchises are available. Florida 
Industries, P.O. Box 15175, Dept. A.L., Tampa, Fla. 





Western Retail Sponsors Night 
Courses for Yard Employes 


SEATTLE—By using the facilities of 
the junior and small colleges in the 
regional area served by the Western 
Retail Lumbermens __ Association, 








Available Soon— 
Pickering “GOLD PLY” Plywood 


000,000 sq. ft. of plywood a year. 


MILLS: Pickering Lbr. Corp. 
West Side Lbr. Co. Div. 


Telephones: Sonora JE 2-7141 
Tuolumne WA 8-4213 





ee 
Pickering’s New, Modern Plywood Piant Under Construction 


In the near future, Pickering customers will be able to order “GOLD PLY”. 
Plywood in straight cars or mixed with our well-known line of “Gold Metal” 
lumber products—Sugar Pine, Ponderosa Pine and White Fir. 


Pickering’s new ultra-modern plywood plant, now nearing completion, will 
have 121,600 sq. ft. of floor area—nearly three acres—and a capacity of 60,- 
Initial production will be sheathing plywood. Output will be broadened during 
the year to a three-shift basis with a crew of 175 people. 


Let us tell you more about Pickering “GOLD PLY” 


PICKERING LUMBER CORPORATION 


Standard, California (Neor Sonora, Calif.) 


Standard, Calif. 
Tuolumne, Calif. 


TWX: Sonora 116-U 
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scores of lumberyard employes are 
attending sales training workshops 
sponsored by the association. Ordinar- 
ily these men could not be spared from 
their regular daytime jobs. 

The two-hour weekly evening work- 
shop sessions are held for a period of 
13 weeks. Two college credits are 
allowed upon completion. Subject 
matter is beamed at the counter sales, 
yard and truck-driver level with em- 
phasis on sales training. The course of 
study is in three categories: 


1. Employe’s study of himself and 
his customer. 


2. Brief analysis of the retail lum- 
ber business and available selling tools. 


3. Practical review of sales prob- 
lems with case histories and demon- 
strations. 

Western Retail supplies a manual, 
reference material and summaries of 
each instructors presentation. Total 
cost of tuition and manual is $22. 

The first course was held last fall at 
Yakima Valley Junior College. Forty- 
one students received graduation cer- 
tificates. Other workshops have been 
scheduled for Olympic Junior College, 
Bremerton, Wash.; Edison Technical 
School, Seattle and Columbia Basin 
College. Other workshops are planned 
this spring in Washington, Idaho and 
Oregon. 

An advisory group of retail dealers, 
school officials and Western Retail 
staff headed by managing director 
Ross Kincaid developed the curricul- 
um. Reviewing the results of the first 
Workshop, the group agreed that spe- 
cialized courses for Yakima Valley 
Junior College would include sales, 
blueprint reading, building nomencla- 
ture and interpretation of a financial 
statement. 
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Looking for big 
new savings 
... longer profits 
... Speedier deliveries? 


BE A KELCO DEALER! 


Se// a complete /ine of quality aluminum storm doors, windows, jalousies, thresholds. 


Team up with the aggressive 
Kelco-franchised fabricator 
in your area! New, wide- 
open profit opportunity! 
Check the advantages below, 
then send coupon today! 


Big Savings, Profits! You save on 
freight costs, sell at longer profit. 
Completed units built by and ship- 
ped from nearby Kelco fabricator— 
not from distantly-located factory. 


Speedier Deliveries! No sales- 
killing delays—fast, direct shipments 
to you from your Kelco fabricator. 


Better Customer Service! Your 
Kelco fabricator can produce any- 
thing you want, better, faste:! 


Big, Complete Line! You're a 
“one-stop” source for all customer 
needs with standard or custom 
aluminum storm doors; vertical 
windows; horizontal glide windows; 
picture windows; 2- and 3-track tilt 
ind jalousies; thresholds! 


Sell First-Quality. You sell a better 
product ata higher profit. Expert, fac- 
tory-trained Kelco fabricators manu- 
facture with Kelco lineal extrusions 
and KD components, unmatched 
in finish, accurate tolerances. 


Merchandising Support from your 

Kelco fabricator and Kelco factory. 

Consumer literature ...ad mats... 

radio and TV commercials .. . mer- 

chandising aids ... and more! Move ahead, keep ahead — build a brighter future as a Kelco Dealer! 








WELLS 








NORTH LIBERTY, INDIANA DIVISION OF WELLS ALUMINUM CORPORATION 

** © KELCO DIVISION, Wells Aluminum Corporation, 430 Henry Street, * *® 

* — North Liberty, indiana Pi 
Rush full details on KELCO Dealership, and my local-area KELCO 
fabricator. 


e ” 
e o 
e * 
* * 
6 NAME__ v4 
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e . 
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ADDRESS 
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ireplace Is 


he Heatilator Fireplace— 
with a 20 Year Guarantee 

plus all these features—as- 

sures you of faster, easier, 

more profitable sales. 

@ Scientifically designed, built-in firebox, damper, down draft 
shelf and smoke dome for trouble-free operation. 

e Maximum heat circulation to every corner—no cold spots. 

e Exclusive Pressure-Seal damper prevents loss of winter heat or 
summer air conditioning when fireplace is not in use. 

@ One-piece firebox of heavy 3/16” boiler steel plate for maximum 
strength and durability. 

For over 30 years, the Heatilator Fireplace has been the one heat- 

circulating fireplace unit proved successful in homes and camps all 

over America. 

For further information, write: 


VEGA INDUSTRIES, INC., 3416 E. BRIGHTON AVE., SYRACUSE 5, N. Y. 


HEATILATOR F IREPLACE 


AMERICA’S LEADING FIREPLACE 


Horn a Sure-Fire Busines Boostor! 


4 Pree 4 TROWEL for your 





to d Z Damper. cut- 
ou have to ASONRY 
- The sure you od 15 HYDRASPLIT vale ) for Gra’ 
is Heatilator Frees” we TERS (a — susan 
0 


rs, tagee winnir: 
Universal Da mason entry iS ae - apie CAMERA KIT for 
ur Heatilat on if one of your eS 

ers is a Grand Prize 





Firms hone and — | 


¢ Weyerhaeuser Company, St. Paul, 
Minn., announced the opening of a 
new warehouse in Anaheim, Calif., 
which will operate as a branch of its 
main Los Angeles yard. A post-free 
building of 14,000 square feet, it 
represents the company’s 11th whole- 
sale distributing yard. In addition to 
lumber and plywood stocks, the new 
facility also is warehousing other 
Weyerhaeuser panel products includ- 
ing Weytex hardboards and Versa- 
board particle board. 


* President D. M. Pattie, Wood Con- 
version Co., St. Paul, Minn., reports 
his firm will have a new research 
center ready for operation in 1961. 
The new center, to be located in the 
St. Paul area, will house laboratories 
and special equipment to expand the 
scope of the firm’s research and 
product development activities. 


* Chairman A. R. Fisher, Johns- 
Manville Corp., New York City, an- 
nounces his firm has entered into an 
agreement for the cash purchase of 
Franklin Plastics, Inc. of Franklin, 
Penna. The purchase provides J-M 
with a new product line of flexible 
extruded thermoplastic pipe. 


* Bermico Division, Brown Compa- 
ny, Boston, Mass., reports Bermico fi- 
bre pipe now is rolling off production 
lines of its new manufacturing plant 
in Birmingham, Ala. The new mill 
was necessary to expedite deliveries 
in the fast-growing southeastern area. 
Brown Company also operates Berm- 
ico mills in Berlin, N. H.; Corvallis, 
Ore., and is constructing a new mill 
in Hamilton, Ont. 


* Kaiser Gypsum Co., Oakland, 
Calif., announces it has taken options 
on industrial waterfront properties in 
Houston, Tex. and Jacksonville, Fla. 
The optioned sites are planned as lo- 
cations for multi-million-dollar gyp- 
sum products plants to serve the 
south central and southeastern states, 
reports vice-president and_ general 
manager Claude E. Harper. 


Award-Winning Book 


A 44-page book entitled “Funda- 
mentals of Building Insulation” and 
published by the Insulation Board 
Institute is an award winner in the 
1960 Building Products Literature 
Competition sponsored by the Pro- 
ducers’ Council, Inc., Washington, 
Dic 

Single copies of the book may be 
obtained free of charge by writing to 
Charles M. Gray, manager of the 
Institute, 111 W. Washington St., 
Chicago 2. Schools and colleges are 
offered up to 30 free copies where 
the book will be used by classes in 
building construction. Additional cop- 
ies are 40¢ each. 
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Virginia Dealers Convinced 
Customers To Pay More 


RICHMOND, Va.—After a_ shop- 
per had quoted his competitors’ prices 
for framing, Lester R. Scott, Jr. knew 
he couldn’t meet them. 

However, the quoted prices were 
for direct shipment of lumber to the 
building site, so the South Norfolk, 
Va. salesman pointed out that the 
home builder’s materials would lay 
around exposed to weather and pil- 
ferage. 

Scott emphasized the advantage of 
dealing with a reputable firm close at 
hand, prompt service of needed ma- 
terials and resultant savings in total 
cost. In this way, the Burton Lumber 
Co. salesman convinced his prospect 
he should pay more. 

Scott was one of seven salesmen 
who won $15 to $100 in a recent 
contest, “Why Does the Buyer Pay 
More?” sponsored by the Virginia 
Building Materials Association. 

Another winner was Carlton R. 
Petty. He urged his prospect to keep 
in mind that the lumber dealer must 
buy cheap materials if he is to sell 
them cheaper than a quality product. 
As a businessman yourself, he re- 
minded his potential customer, you 
are well aware you get only what you 
pay for. 

After closing this sale, the Builders 


Supply Co., Petersburg, Va. rep- 
resentative received a bonus. A shop- 
per who had overheard the previous 
discussion was convinced, too. He 
placed an order. 

Other prize recipients included 
Ralph M. Wilkinson, Ruffin & Payne, 
Inc., Richmond, who said his firm 
bid high on an order for millwork. 
He got the sale because the contrac- 
tor knew his firm’s record for quality 
and service and was afraid to take a 
chance on the low bidder. 

Selling the dependability of offering 
“sudden service at any hour” closed 
his big sale for John E. Wool, Jr., 
John E. Wool Lumber Co., Inc., 
Norfolk, Va. Roy C. Brown, Vance 
Supply Co., Abingdon, Va. indicated 
it’s advisable to take time to politely 
overcome price gripes. 

T. A. Hughes grabbed off several 
sales for Bailey Lumber Co., Wythe- 
ville, Va. by pushing the lasting qual- 
ity of good materials that cost less in 
the long run. And Raymond L. Crace, 
Natural Bridge Lumber Co., Natural 
Bridge Station, Va., final winner in 
the contest, said he closed his im- 
—_ sale by reworking a rough 

ouse addition plan to the satisfaction 
of the prospect, offering service not 
price. 





New Lumberyard in Ratner's 
Cleveland Expansion Plan 


CLEVELAND—An additional lumber- 
yard, two new shopping centers and 
two new apartment developments have 
been announced in an expansion pro- 
gram by Forest City Enterprises, Inc., 
controlled by the Ratner family, also 
active in the building materials field. 

Announcement was made coinci- 
dent with the registration with the 
Securities & Exchange Commission for 
the sale of 450,000 shares of common 
stock. The offering will be made by a 
nationwide group of underwriters. The 
Ratner group will own 80.5% of the 
company’s total outstanding stock, 
which will consist of 750,000 common 
shares and 1,560,000 shares of Class 
B common stock convertible into com- 
mon stock at the rate of 20% per year 
beginning July 1, 1962. 

In addition to the new projects 
mentioned above, the net proceeds 
from the proposed stock offering will 
be used to repay bank loans. Principal 
officers and directors are Leonard 
Ratner, chairman and Max Ratner, 
president; Nathan Shafran, Leonard 
and Max Ratner’s brother-in-law; Sam 
H. Miller, Leonard Ratner’s son-in 
law and Albert B. Ratner, Leonard's 
son. 


The principal lumber firm in Forest 
City Enterprises, Inc. is Forest City 
Materials Co., which does about 80% 
of its business with wholesale and 
industrial accounts. Member firms of 
the new company are said to own 
18,000 lots or more than 10 times the 
approximately 1,700 residential lots 
sold by them last year. They also own 
commercial tracts totaling 650 acres. 

Assets of the new Forest City Enter- 
prises, Inc., total more than $12% 
million. Current assets are $6,784,848 
and total current liabilities are $1,819,- 
220. 


TV Quiz Expert Gets Job 
Offer From Lumber Dealer 

FLINT, Micu.—A _ big-time TV 
quiz winner, Teddy Nadler, has been 
offered $150 a week as a customer 
contact man by Tremaine Lumber Co. 

President Robert H. Tremaine said 
he telegraphed Nadler the offer after 
the memory expert, who had piled up 
$264,000 in quiz show winnings 
flunked an examination as a census 
taker. Nadler reportedly has little left 
of his winnings. 

No word had been received as to 
whether Nadler will accept the lum- 
ber dealer’s offer. 
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EASTERN SPOTLIGHT 


Sunday Ban on Building 
Material Upheld in N. J. 


TRENTON, N. J.—The State Su- 
preme Court has upheld the constitu- 
tionality of New Jersey’s 12-county 
ban on Sunday sales of several items, 
including lumber and building mate- 
rials and hardware. 

The Supreme Court ruling resulted 
from a suit brought by the Channel 
Lumber Co., Newark and Two Guys 
From Harrison, a highway discount 
house. Julius Stein, attorney for Chan- 
nel Lumber Co., argued that the law 
violated the constitutional provision 
of equal protection of the law for all 
citizens. 

A question of discrimination 
charged in the suits will go back to 
the Supreme Court. 


HPI Battles Competitors 
With “‘Reminder Campaign” 

New York City—Members of 
the Hardwood Plywood Institute were 
warned to expect keen competition 
from hardboard and plastics in the 
furniture industry and tougher compe- 
tition from imports at their 19th an- 
nual spring meeting. 

To meet this competition, outgoing 
president S. M. Nickey said HPI will 
begin a “reminder campaign” to in- 
crease awareness of the HPI sym- 
bol by all buying and specifying in- 
fluences as a symbol synonymous with 
quality. 

A monthly mail campaign defining 
the HPI seal and why it’s important 
will be directed to architects, build- 
ers, wholesalers, retailers, furniture 
manufacturers and flooring applica- 


WAREHOUSE TIP—Discarded railroad 
rails are used for rack storage at Walsh 
Lumber Co., Holyoke, Mass. Welded to 
steel supports, which are bolted to brick 
dividers, rails make ideal cross pieces. 
Because rails have been worn smooth, 
lumber slides in and out as if on rollers. 
Stocks above are for pickup business. 
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BEND IT STAPLE IT 








...around corners and 
over obstructions! ...Or nail it within 4” of edge!» 





No other asbestos-cement structural sheet has ever 
had these qualities. Remarkable new Kamwall 
is unique! 


it’s Flexible! You can safely bend KAMWALL around 
corners and over obstructions. It conforms to irregu- 


lar surfaces and foundations . . . permits unusual 
architectural and design effects. Breakage in inven- 
tory, handling, and in transit is decreased. 


it’s Workable! All cutting and fitting is easily done 
on the job with ordinary carpenter’s tools. KAMWALL 
can be stapled or nailed close to its edge without pre- 
drilling. It permits light, narrow framing members. 
Such workability saves labor, time . . . reduces on 
the job breakage. 


it’s Asbestos-Cemert Durable! Rotproof, vermin- 
proof, water-resistant. Won’t burn, requires 
no maintenance. Painting enhances its beauty 
and serviceability. 


SAW IT 





... with an ordinary hand saw 
or score it with a knife! 





MWALE 





It’s Versatile! Besides the standard asbestos-cement 
applications, versatile new KAMWALL is ideal as 
underlayment for tile floors, for display work, for 
furniture, and 101 other uses your customers will 
probably be telling you about! KAMWALL’s smooth 
surface makes it readily adaptable to all types 
of finishes. 


IT’S SELLABLE! If you’ve read this far down, you 
don’t have to be told why. KAMWALL is one of the 
hottest new items we’ve ever developed —and you'll 
ever cash in on! 


Get all the facts—fast! For a 
sample of KAMWALL and ad- 
re ditional information, WRITE 
a TODAY TO DEPT. B-2940, 
KEASBEY & MATTISON 
COMPANY, AMBLER, PA. 





SELL IT FAST 
AND AT A PROFIT 
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... for 101 applications! ! 


Promote Family-Recreation Rooms 


e Ideas for Ads 
¢ Complete layouts 








e High quality illustrations 
ADservice, produced by American Lumberman, has unique flex- 


ibility. If you promote remodeling, illustrations are offered on all 
big ticket packages. And when a multi-item ad is planned you 


have your choice of hundreds of product mats. 


There are now 34 mat pages available. Each page sells for $3.95, 
less in quantities, and you get a large heading illustration and from 
six to seven smaller illustrations on every page. With each page, 


we also provide suggested layouts and copy. 


Package 2 


Theme and Project Mat 

Illustrations 

Add-a-room (exterior) .. 

Add-a-room (intérior)_ 

Add-a-room (sketches) 

Attic room . 

Christmas, headline illus......... 

Dormer 

Entrance, before-after 

Family-recreation room .... 

Garages 

Garage converted to room 

Get ready for winter. 

Home improvement 
(composite) 

Insulation 

Kitchen 

Modernization Magic .............. 25 

Money to loan 

Outdoor living 

Paneled room 

Planning help 

Plywood 

Roofing 

Screened porch 

War h sale 























Package 1 


Theme and Project 
illustrations 


DRED CRE  ccctnriccmennnanennn % 
ALGhS PROCES on... .sccccccecscssosesererse B 12 


Mat 
Page No. 


Christmas, general . siccaieeaas Tae 
Christmas, recreation room............ 20 
Christmas, tools ........ cnteee! a 
Fencing ....... ioohiiae 
Garage selection . mosibicapiaoedines 
Hardware .. - . Scie 

Home workshop, tools ..... ae 
Home improvement for interiors.... 


Insulation 


Plywood 
Porch or breezewa 


Recreation TOOTS... 
Spring check-up 

Products and 

Applications 

AGjustable POst 2... ceeececeseeevenensnee 
Blanket insulati 





Products and 
Applications 
Acoustical tile 
Awning, window 





Caulking 
Christmas patterns 
Combination doors 
Combination windows 
Counter top 

Doors, interior ... 

Fan, kitchen 

Fence, picket .. 

Floor tile 

Hardboard, perforate 
Insulation, blanket 
Insulation, pouring 
Kitchen cabinets 





Louvered shutters, interior... 


Lumber, piece-price 
Paint, exterior 
Paint, interior ... 
Ping pong table. 
Plywood 

Roof cement 
Roofing, shingles . 
Storm sash 

Table legs .. 

Tools, han 

Train table, plywood 
Wall tile 


. 34 
32 





Weatherstrip 
Wrought iron raili 


CORNice, PLYWOOE ....0eco-cereveeverereenrnnee 
Counter top whee 
Cutting board ......... . 


Doors, combination 
Doors, flush ............00 
Doors, folding ..... ar 
I: SURIUGRE ois ccsmconenconncisintintnensniats 
Doors, 
Doors, 


Fence, 
Fence, 
Fence, 


Baa» 





Baa Naan 


Gutter and down: 
Hardboard, perforated 


Hardboard, wall tile . 
Hardware, builders’ 
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THERE'S NO WINTER SLUMP in yards merchandising indoor 
sales packages with ADservice materials. Page 32, above, in 
the ad program makes it easy to go after more recreation room 
business. Other mat pages cover kitchens, attic rooms and many 
individual products such as insulation, paneling, laminates, 
doors—all the related items which make up high-profit, saleable 
packages. ADservice is not a “canned"’ proposition. We fur- 
nish layouts but rely on each dealer to stress his own individual- 
ity, product lines and services to the customer. 


Paint, exterior .... 
Paint, interior .... 
Paint, masonry ........... 
Paint, roller and tray 
Ping pong table ......... 


Plywood built-ins ........ 


Plywood handy panels ......... 


Plywood paneling .......... 


Plywood train base ............. Sas 


Shelving lumber os conneoenn 
Shingles, asphalt ...............000 8, 


Shingles, wood .. 


Stairs, disappearing nina % 


Storm sash ........... 
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American Lumberman 
59 E. Monroe St. 
Chicago 3, iii. 


(Circle pages desired) 


Package 1 
1, 2, 3, 4, 5, 6, 7, 8, 9, 10, 11, 12, 13, 
14, 15, 16, 17, 18, 19, 20, 21, 22 
pages @ $3.95 
entire package $82.50 





Package 2 
23, 24, 25, 26, 27, 28, 
29, 30, 31, 32, 33, 34 


—_____-_ pages @ $3.95 
kage $44.90 
Catalog Send free cotalog___! 
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Radio Trading Post 


Lures Customers 


Yuma, Ariz.—At the O’Malley 
Smith Lumber Company, the old saw 
that you never get something for 
nothing doesn’t hold true. The firm 
draws prospects for hardware pur- 
chases into the store by letting anyone 
who wants to trade or sell a personal 
item or make an announcement or 
request, advertise at no charge on its 
radio program. 

Most ads are brought into the store 
for placement and H. Marvin Smith, 
co-owner, says business is stimulated 
by this feature. 

To be sure, he adds, many adver- 
tisers can’t be considered good pro- 
spects, but the institutional value of 
the program is “incalculable.” 

Offered for the last eight years, the 
15-minute daily “Trade ’N Sales” 
broadcast consists of music inter- 
spersed with the personal ads. Anyone 
in the KYUM listening area can place 
his short ad at no charge for two con- 
secutive evenings. There are no gim- 
micks to the offer, but Smith insists 
that no commercial venture promote 
products or services through this medi- 
um. 

Although he admits it’s hard to 
measure the actual value of such a 
program, Smith knows the show 
reaches the people “because we have 
up to 25 ads every day.” 

About half are from persons who 
want to buy or sell used furniture. A 
large number are for house rentals. 
Some offer to swap trading stamps; 
others want to find missing belongings. 
A prospector wanted to team up with 
someone “with lots of guts” to mine 
gold in the surrounding mountains and 
desert. 


Forecasts Siding Growth 

PitTsBURGH—Aluminum Compa- 
ny of America estimates that alumi- 
num residential siding will use more 
than 180 million pounds of the light 
metal annually by 1963. 
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Want to improve your chances of 
G 


WZ \ . the best new 
1 2 


construction = | business in your 


area? Want really reliable leads— 


Ss 
o 


not just tips “from the gossip 


grapevine? Want to be sure you 


get a crack at each good- CH 


profit job—in plenty of time to take 


action ? Then you need daily 


= 


Codge Reports 


If you do business anywhere 
in the 37 Eastern states— 


F.w. DODGE 


f 


CORPORATION 


Reports 


FOR TIMED SELLING 
TO THE 
CONSTRUCTION INDUSTRY 


SEND FOR 
THIS FREE 
BOOKLET 


F. W. Dodge Corporation, Construction News Division 

119 West 40th Street, New York 18, N. Y., Dept. AL-40 

Send me the booklet: “How Material and Equipment Firms Get ~~ 
More Business in New Construction” and let me see some typical 
Dodge Reports for my area. I am interested in the general markets 
checked below. 


() House Construction () General Building 
(0 Engineering Projects (Heavy Construction) 
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We’re proud of the mechanical accuracy of the Friden fully automatic 
calculator. But neither it nor any other calculator can get a right 
answer from a wrong entry. 


The calculator that allows the smallest margin for operator error will 
actually prove to be the most accurate. 


The Friden SBT requires fewer manual keystrokes, fewer operator 
decisions than any other calculator on the market.* [n terms of day- 
to-day output, this makes it the most accurate calculator you can buy. 


For a no-obligation, ten-minute demonstration of “The Thinking 
Machine of American Business,” call your Friden man or write: 


Friden, Inc., San Leandro, California. 


*This is PRACTIMATION: automation so hand-in-hand with prac- 
ticality there can be no other word for it. 


= |nden 


» SERVICE AND INSTRUCTION THROUGHOUT THE U S. AND THE WORLD 


© 1960 eriven, inc 
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MEN in the news 


* Lloyd West, West Lumber & Coal 
Co. of Creighton, was elected presi- 
dent of the Nebraska Lumber Mer- 
chants’ Association at the group’s 69th 
annual convention in Omaha. He suc- 
ceeds W. H. Adams, Adams Lumber 
Co., Grant. Everett Yost, Yost Bros. 
Lumber Co., Milford, was elected 
vice-president. 


¢ U. S. Plywood Corp., New York 
City, announces the election of G. 
E. Karlen, managing partner of Kar- 
len-Davis Co., Tacoma, Wash., to its 
board of directors. 


* Earl M. McGowin of the W. T. 
Smith Lumber Co., Chapman, Ala., 
was elected chairman of the Southern 
Pine Inspection Bureau by the board 
of governors at a recent meeting in 
New Orleans. He will fill the unex- 
pired term of Brady Belcher of Cen- 
treville, Ala., who resigned because 
of ill health. 


Formica Consumer Ads To 
Stress Room Packages 

CINCINNATI—Formica Corpora- 
tion’s new advertising campaign will 
promote the custom designing of in- 
dividual rooms, with designs and con- 
struction plans for the advertised 
rooms available to both builders and 
consumers. 

“Show Case” kitchens and bath- 
rooms will be illustrated in the na- 
tionwide ad campaign by Formica 
starting this month. The ads specify 
other manufacturer’s products such 
as flooring and appliances, as well as 
Formica. 





EXPOSURE TEST for stain and paint fin- 
ishes for pre-stained Red Cedar shakes 
will come from this 112’ fence at La- 
Grande, Wash. The fence is composed of 
138 different stained or painted ma- 
chine-grooved shakes, picked at random 
from inventories of 17 manufacturers by 
the Red Cedar Shingle Bureau. 
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Increase 
Home 
Renovating 
Profits 
with 

i ns 3-Dimensional 


to almost any dry surface ...even cinderblock. No water, paste or tools. Pattern shown 
is PECKY CYPRESS. Scul pt ne 


Con Ter 


The newest, most profitable additions to 
your Home Renovating department are these 
self-adhesive, molded plastic wall panels. 

Waterproof, washable SCULPTURE CON-TACT 
is a “do-it-yourself” product your customers will 
buy... to renovate, remodel and redecorate their 
homes (the average high mark-up sale is $15.84 
for 16 panels). 


Start with the easy-to-sell, introductory 7 
dozen “S-1” assortment. Contains one dozen 
: ' each of 5 patterns and one-half dozen each of 

Molded plastic panels interlock for perfect fit. Makes any home renovating 4 patterns. Retail value—$83.16. 
OVEN re a Stock other members of the CON-TACT profit 
eRe ee : family, too... CON-TACT (18” wide—49c a yard 
retail) and heavy duty CON-TACT TOP (36” wide 

$1.98 a yard retail) —both 


for hygienic protection. 


99+ 


a panel retail 
18” x 2442” 


Floor rack #SCF 
stock 9 dozen panels. 


i eee a Brings in BIG dollar 


PS Se 


; i —_ “3 volume in a minimum of 
Twenty-nine minutes is all it takes for “do-it-yourselfers” to put up an average floor space. 
sized “BRICK” wall with these 3-Dimensional wal! panels. White, Red or Gold BRICK. 
For the name of your nearest CON-TACT products distributor, write to COKN-HALL-MARX CO., Dept. L-4, 40 W. 40th Street, N. Y.°C. 18, N. Y. 
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advertising that works for you! 


New Spring promotion by Aluminium Limited 


sets its sights on 60,000,000 prospects 
for aluminum products—more than 2/3 of 





the nation’s homeowners 


Plus an exciting new 36-page booklet 


written and illustrated for your use at 


the retail level 


Here’s sales help where it counts . . . right at 
the retail level—a campaign created to seek out 
homeowners near you who have an immediate 
interest in the aluminum products you sell. 


In big, full-color spread advertisements in 
THE SATURDAY EVENING Post... BETTER HOMES 
& GARDENS .. . and THe AMERICAN Home the 
campaign features your fast-moving Spring 
items—aluminum building products. 


Again—as in Aluminium’s successful Fall 
promotion which drew over one hundred thou- 
sand inquiries from every part of the nation— 
there is an attractive booklet offer. This time a 
new 36-page booklet, “Homeowners Guide to 
Better Living ... with Aluminum.” 


SEND COUPON TODAY... FOR FACTS ON NEW 
BOOKLET OFFER AND NEW SPRING PROMOTION KIT 


Aluminium Limited 


Read how you can tie in to both parts of the program 


The booklet has been prepared for your use at 
the consumer level. Written in interesting, edi- 
torial style—it’s a sales tool you'll be proud to 
use. You can use it for more effective, more per- 
sonalized selling! As an attention getter! Door 
opener! Mailing piece! A professionally con- 
ceived promotion piece for give-away at the 
point of sale! 


Send the coupon today! We'll send you in- 
formation on how you can get copies of this 
valuable new booklet. We will also send you 
the new Spring promotion kit that ties you in to 
this national advertising aimed at two-thirds of 
your homeowner prospects. 


Aluminium Limited Sales, Inc. 
630 Fifth Avenue 
New York 20, N. Y. 


Gentlemen: Kindly tell 

me how I can get 

copies of your new 

36-page booklet, 

“Homeowners Guide to Better 

Living .. . with Aluminum” along with a copy 
of the new Spring promotion kit. 


Dealer’s Name 





ALCAN * 


In the U.S.—Aluminium Limited Sales, Inc. 


630 Fifth Avenue, N.Y. 20, N.Y. 


DETROIT ¢ ATLANTA ¢ ST. LOUIS 
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Type of Retail Outlet. 





Address 
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what's the PRICEP 





A marked tendency toward higher prices was apparent among 
dealers, since the last appearance of this page; the trend was especial- 
ly notable in the south Atlantic and east north central regions (zones 
3 and 4). Here some dealers have been able to mark up prices of some 
items, such as fir and some building materials. But other dealers i: 
the same area report substantially the same prices as two weeks an. 
four weeks ago. 








Good weather is anticipated keenly by most dealers and undoubt- 
edly the stiffening of prices to contractors reflects this welcoming of 
spring. 


Little if any price level movement was reported in widely separated 
regions: north Atlantic (zone 1), east south central (zone 5), west 
south central (zone 7), and Pacific (zone 9). Reasons for this were 
not immediately apparent. 


Current Retail Price Range 
Retail prices to typical one-house contractors, based on current American Lumberman reports received from leading dealers 
| Zone 1 Zone2 | Zone3 | Zoned | ZoneS Zone6 | Zone7 ZoneB | Zone? 
| North Middle South | East North | Eest South |West North | West South | Mountain Pacific 
| Atlantic Atlantic Atlantic Central | Central Central | Central 


LUMBER: $ 3 


| | | | 
| Low High Lew High | Low High | Low High Low High Low High Low High Low High | Lew High 
$ $ $ | $ | $ 1 $ $ $ $ $ $ $ $ | $ $ 
Douglos fir: | 
Dimension: | | 
Std. & Btr. green R/L 2x4 | > . 60. | 160, [130. 175. 
Std. & Btr. dry R/AL 2x4 | ‘ 140. 160. 138 175. 
Std. & Btr. green R/L 2x10 5 . 165 150. 130 175. 
Std. & Btr. dry 2x10 R/L , 165. | 135. 175. 


West Coast Hemlock, White Fir: 
Dimension: 


Std, & Bor. dry R/L 2x4 
Std. & Btr. dry R/L 2x10 





Western Pines: 


Boards: 
Me. 2 & Btr. dry 1x8 R/L S45 or shiplep 
No. 3 & Btr. dry R/L 1x8 S45 or shiplop 


Southern Pine: 
Dimension: 


Ne. 2 & Btr. dry R/L 2x4 
Wo. 2 & Btr. dry R/L 2x10 


Boords: 
No. 2 & Bir. dry R/L 1x8 $45 or D& Mor 
shiplep 

Hardwood Flooring: 

Select Ook 25/32"'x2\s"" Plein sewed 265. 

No. 1 Common Ook 25/32" x 2'4"" Plain sowed 
Interior Softwood Paneling: 

Me. 2 Ponderosa Pine'R/W 
Wood Siding: 

Redwood Clear All Heart bevel siding 3/4" x 

oy Coder bevel siding 3/4” x 10” 
Wood Shingles: 

Coder shingles 5/2 #1 16" - 5X [wwe lm mw | | 16.20 18. | 6. | 15.50 


PLYWOOD: 
Fir, 1/4” DFPA-AD interior give j115. 140. | 110. ; 
Fir, 1/4” DFPA-AC exterior give 40. 155. (130. 170. 
Fir, 3/8" DFPA-CD sheathing interior glue 125. (110. 140. 
Fir, 1/2” DFPA-CD shecthing interior glue 155. “45. 175. 
Fir, 5/8" DFPA-CD sheathing interior glue 160. 180. | 165.195. 
MILLWORK: 
Phil. mohogeny (Loven) flush door | 
1-3/8"-2-46x6-8 | 7.35 7.78 865 9.60 6.75 9.90) 6.85 , . 6.90 12.92 7.50 8.95 7.62 5.95 9.68 
Birch flush door 1-3/8" - 2-6x6-8 | 10. 11.50 | 10.65 12.40 9.72 12.50 10.35 . M1. 12.87 | 10.24 12. | 12.3% 845 13.43 


Double hung window unit 2-4x4-6, set up, | 
glezed weotherstripped ond belanced } 19.30 22.10 | 21.50 26.31 | 15.50 18. 17.50 J 20.13 23. 19.75 4 22.29 21.10 28.70 
tine reat 4. 4 saul aban | taser end ieaaes abide rich Be mat ' iia 











BUILDING MATERIALS: 


Outside white peint, first grode | 7.35 5.50 d eS : 4 5.85 7. 6.90 h 6.73 7.69 
8d common steel noils . 15.50 | 11.15 1 16. } 5. 1 | 15. ‘ . 15. 4 12.80 15.44 
Mineral woo! insulation, full-thick bott . | 6. 8. | 65. ate as. | 63 aay 
Ceiling Tile 12x12” . . . 157.50 | 119. 135. j 150. 5 . 180. 
1/2" inseleting building boord 81. 90. . 90. 68.50 91, i 3 | 81, 4 80. 95. 85. . 98. 
25/32" inseleting sheathing | 135. 5 . 140. 122. y rn . | 4 | 120. 5 | 135. 141. E . 145. 
3/8" gypsum wollboord } $2. 54. 5 60. 53. ; ; 60. : , ee . 50. 60. 52. 70. . 65. 
1/8"' tempered hardboord 0. ie’ > 105. 150. 01. 130, . 150. 4. 120. 1120. 135. 108. 130. 99. 130. 
215e thick butt esphelt shingles ; j 9.25 725 9.03) 8. ; : 7.50 7.75 9.50 7.50 850} 8.50 12.95 8.46 11.25 
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another first from Bilt “Well 
ty Caradco 





Only BILT-WELL Casement and 
Double-Hung Windows convert 
to Angle and Radial Bays 
with all Stock Parts 
Stock filler moulds for radial bays 
available to make angles from 5 
degrees to 12 degrees. Choice of 30 


or 45 degree stock filler moulds for 
angle bays. 





BILT-WELL Engineering offers 
new flexibility in planning 
window arrangements... 
new labor-saving 
installation features 


i} 
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1 
ASSEMBLED FRLER MOLLD ano mane cases. |NI/) 
FOR CASEMENT BOW BAYS L 





Unique window groupings limited only 

by creativity of the designer with BILT- = [OQ for these B/ILT-WELL Window Features 

WELL’s unitized sill construction and 

stock filler moulds, 1 
Individual units can be installed side * 

by side in long, continuous ribbons... 

around corners...in charming angle or 

bow bays, 


Distinctive Hardware 
Effective Weatherstripping 


Kiin-dried Ponderosa Pine, preservative treated 


The BILT-WELL Line of Building Woodwork— 
WINDOW UNITS, Double-hung, Awning, Surpasses F.H.A. Requirements 
Casement, Basement. CABINETS, Kitchen, 


Multiple-use, Wardrobe, Storage, Vanity-Lay- 
atory. DOORS, Exterior, Interior, Screen and Single or Insulating Giass 


Combination. 


manufactured by. BILT WELL 
caravco,inc. Theres more to sell with wooo Swork by Caradco 
Dubuque, lowa 
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LOWER LEVEL main entrance of Hech- 
inger's lumber and hardware store leads 
to 4,300-car parking lot. Customers pick- 
up orders at left. Stairway leads to upper 
level and mall. Store selling area meas- 


ures 15,500 square feet on two levels, 
warehouse adds another 12,680 sq. ft. 





ge 
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opping Center Sales M 
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© Built-in traffic generated by the 60- 
store, $12 million Prince Georges 
Plaza shopping center is the key fo 
sales running at an annual rate of 
more than $1 million a year for Hech- 
inger's, which calls itself the ‘‘World's 


Most Unusual Lumber Yard." 


* The Prince Georges unit ranks as one 
of Hechinger's three biggest in sales. 
The big retailer is now negotiating on 
three other regional shopping center 
locations in metropolitan Washing- 
ton, D. C. 


HYATTSVILLE, Mp. 

OU CAN FORGET about store 

traffic with a regional shopping 
center location. 

This has been Hechinger’s experi- 
ence with its first shopping center 
store. The Hechinger Company oper- 
ates eight branches in metropolitan 
Washington, D.C., specializing in the 
do-it-yourself homeowner trade. 

Opened last October, the new store 
is paying off so well they are negoti- 
ating for at least three more locations 
in regional shopping centers. 

Built-in store traffic, generated by 
the center, has kept sales running at 
an annual rate of more than $1 mil- 
lion from the day the doors opened. 
First month’s sales were double those 
expected. Of Hechinger’s eight branch- 
es, only two—Falls Church, Va. and 
Rockville, Md.—do as well or better 


DOMINANT LUMBER and building materials display sets store apart from 


ordinary big hardware outlet often found in shopping centers. Bags of home- 
owner add-water cement are underneath lumber. Door to rear leads to ware- 


house. 


in sales. The shopping center store 
draws more people than any other 
Hechinger store. 

“We aren’t magicians, the enor- 
mous traffic generated by regional 
centers is the magic,” Richard Eng- 
land, Hechinger partner, explains. 
“We've had no experience in small 
one-strip shopping centers, but a re- 
gional center is like being downtown 
with enormous pedestrian traffic by 
your door. We opened this store with 
a minimum of advertising and it’s 
been a great hit from the start.” 

Second biggest. The new bi-level 
store, which cost $250,000 to open, 
is located in the 60-store, $12 million 
Prince Georges Plaza shopping center 
in this Washington, D.C., suburb, in 
the middle of rapid metropolitan 
growth. Ernest Wershoven, center 
manager, estimates the center will 
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draw on a population of 500,000 
within several years. 

Second in size only to Hechinger’s 
Rockville store, the center store com- 
prises 28,180 square feet, consisting 
of 12,000 square feet on the lower 
level which opens on a 4,300-car 
parking lot; 3,500 square feet on an 
upper level, which opens to a mall 
running the length of the center; 12,- 
680 square feet of warehouse space 
behind the lower-level, off a truck 
delivery tunnel under the mall. They 
have a long-term lease, pay rent plus 
a percentage above a certain dollar 
volume. 

Although an estimated 14,000 items 
are stocked in 15 departments, lum- 
ber and building materials account for 
35% of sales, paint and sundries 15%, 
about the same as other Hechinger 

(continued on next page) 








ROLLER SKATES help stockboys carry ma- 
terials quickly from warehouse to front 
pick-up station. One drawback of loca- 
tion is long distance to warehouse. 


; 


PAINT SALES account for roughly 15% of sales. Not all paint stacks can be 
seen here; section extends to right, too. Paint is located at rear of main lower 
level. Note that store counter sections are numbered. 


CUTTING LUMBER TO SIZE, wrapping and putting into customers’ car is done by 
stockboys, shown in action. Door leads directly down lumber display aisle to ware- 


house. 


je 


UPPER LEVEL STAIRWAY shows ‘‘Do-lit-Your- 
self’’ workbench window display, visible to 
customers passing on mall (at right) and cus- 
tomers walking up and down stairs. 


SHOPPING CENTER 


(begins on page 38) 


branches. Other departments include 
hardware and metal, power tools, 
hand tools, plumbing, electrical acces- 
sories and appliances, garden supplies, 
floor and wall tile, furniture, sporting 
goods, toys (for Christmas only), and 
housewares. Inventory approximates 
$150,000. 


Mass display. A display of lumber 
and building materials, which runs the 
length of the store and extends to the 


40 


ceiling, can be seen from anywhere on 
the lower level. 


“We like the dominant display of 
lumber and building materials which 
makes us different from the usual 
hardware stores found in shopping 
centers,” said England. Also compet- 
ing for attention on the lower level: 
mass displays of paint, housewares, 
power and hand tools. Upstairs, dis- 
plays of 321 clocks and 400 electrical 
fixtures pull in customers passing on 
the mall. 


About a third of the store’s busi- 
ness is charged, either on 30-day ac- 
counts or revolving credit. Charge 
plate holders pay 112% per month on 
the unpaid balance up to 18 months. 


Home inprovement financing is ar- 
ranged through FHA (Title I). Gen- 
eral Electric Credit Corporation fi- 

nances appliances and power tools. 
Package remodeling. Prominently 
displayed wall signs promote financing 
and package service. A reminder, 
“Do you have everything complete 
for your project?”, emphasizes com- 
pleteness of lines. Another, “Call Our 
Home Modernization Department,” 
lists remodeling packages available, 
beginning with kitchens and recreation 
rooms. A third sign suggests, “Take 
Up to Five Years to Pay.” Four out- 
side salesmen, operating from Hech- 
inger’s main yard, handle home im- 
provement packages for all branches. 
(continued on page 42) 
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POWER TOOLS are displayed in demonstration island. Note raised platform and consider- 
able room for customers to observe and walk around to stairway leading to upper level. 
Hand tools are displayed on walls and in counters on both sides of power tool display. 
Note eye-catching tile display at right, bargain counter with 98¢ items in lower left. 


TWO CASHIERS are located on each level. Notice supermarket shopping carts. 





eu, 4 4 
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321 CLOCKS displayed on wall of upper level in Hechinger's store are easily visible 
from shopping center mall and are good traffic-builders, according to store manager 
Eli Young. In background, above, is partial view of 400 electrical fixtures displayed 
in the store. Kitchen appliances, cabinets and bathroom units are adjacent to the 


electrical fixture section. 





SHOPPING CENTER 
(begins on page 38) 





Hechinger’s acts as general contrac- 
tor, drawing on a pool of subcon- 
tractors to do the work. 

The shopping center store benefits 
from Hechinger’s advertising. Rich- 
ard C. Lykken, advertising director, 
meets with buyers three weeks in 
advance, store managers two weeks 
in advance. Items and prices are dis- 
cussed. Store managers are free to 
substitute items advertised when nec- 
essary. According to Lykken, Hech- 
inger’s spends more than 2% . of 
sales on advertising, is the 13th larg- 
est newspaper advertiser in the Wash- 
ington area, averaging 600,000 lines 
a year in three metropolitan news- 
papers. Last December, Hechinger’s 
began sponsoring a 15-minute weekly 
color television news program on 
Washington's NBC outlet, WARC. 

Stock control. Eli F. Young, store 
manager, makes up his own budget 
—as other branch managers—which 
is reviewed by management. Stock 
control is based on 86 requisition 
books organized by the same prod- 
ucts as their price book. They list 
every item in stock, how much has 
been sold. Headquarters fills orders 
using the books sent in by managers. 

Young and Clarence W. Suman, 
assistant manager, supervise a staff of 
19 full-time employes, 20 to 25 part- 
timers. Full-time staff includes eight 
salesmen, four cashiers, four yard- 
men, a stock man, a stock control 
man and a janitor. Store hours are 
9.30 am. to 6:00 p.m. Tuesday, 
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Wednesday and Saturday; 9:30 a.m. 
to 9:30 p.m. Monday, Thursday and 
Friday. This store is open 30 min- 
utes longer than other Hechinger 
branches to accommodate suburban 
shoppers. 

The store is competitive with its 
big neighbor, The Hecht Co., a_ de- 
partment store occupying 180,000 
square feet. Discount competition 
comes principally from such opera- 
tions as the Government Employees 
Merchandise Mart (GEM) in nearby 
Alexandria, and Bargain City, U.S.A., 
a chain store division of Sun-Ray 
Drug Co. 

Disadvantages. Not everything at 


Fast Growing Chain 


Hechinger’s, well-known Wash- 
ington, D.C., chain specializing in 
homeowner, do-it-yourself trade, 
has doubled its number of branches 
in the last six years. It now has 
eight branches in the metropolitan 
area. 

It opened a new store in Alex- 
andria, Va., in 1954; one in Rock- 
ville, Md. (its biggest), in 1957; 
one on Wisconsin Avenue, Wash- 
ington, in 1958; the Prince Georges 
Plaza shopping center store last 
year. It is negotiating with three 
other regional shopping centers for 
stores. 

Its Falls Church, Va., store, 
opened in 1941, was one of the 
first branch retail stores opened in 
northern Virginia by a Washington, 
D. C., firm. 

Partners are Richard England, 
merchandise manager; and John 
Hechinger, son of the founder, who 
handles real estate, personnel and 
financial operations. 


the center store is to Hechinger’s 
liking. England: 

* “We would prefer a one-level op- 
eration to enable us to have fewer 
cash register check-out lanes and 
fewer cashiers.” 

* “We regret very much not having 
room for our usual 10,000-15,000- 
square-foot garden shop. The lease 
prevents it here.” 

* “We'd like to have a shorter haul 
from the warehouse to customer’s cars. 
We'd also like the warehouse closer 
to the store to let customers see 
(through a screen) all the building 
materials we stock.” 
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PACKAGE 


Package Salesmen: 


opportunities abound! 


By ARTHUR A. HOOD 


Package selling opportunities 
abound. 

This fact was certainly proved con- 
clusively by the entries that retail 
building materials salesmen made in 
the Insulation Beard Institute’s 
first PACKAGE SALESMAN 
CONTEST. 

The entries in this, the first 
of thre PACKAGE SALESMAN 
CONTESTS for 1960, came in from 
areas ranging from New York to 
California and from Minnesota to 
Louisiana. There were more than 20 
different kinds of package sales re- 
ported on. The sales included new 
construction and remodeling for 
homes, farms, stores and offices as 
well as—insulation board sheathing 
to line ceilings in refrigerator cars, 
sales for tract homes, schools, 
churches, restaurants, garage apart- 
ments, breezeways, porch enclosures, 
medical center and others. 

It was heartening to myself and 
my co-judges—H. R. Northup of the 
N. R. L. D. A., and S. M. Van Kirk 
of N. B. M. D. A.—that outstanding 
sales initiative was much in evidence 
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Chairman, Judges, Insulation Board Institute 


PACKAGE SALESMAN 


in most of the contestants’ entries. 

Take the first place $500 winner, 
for example. Salesman Francis N. 
Smith, Pontiac, [ll., started his win- 
ning package sale when a farmer 
asked about removing the unused 
top floor in his ancient farm home. 
The farmer was rather negative 
about the job. He wanted to reclaim 
most of the old materials for his re- 
built roof. 

Salesman Smith saw opportunity 
here. He first worked on both the 
farmer and his wife to create the 
desire for a nice home by showing 
them modern products and explain- 
ing how wonderful they would be 
when installed. But, read for your- 
self Smith’s story on the next two 
pages. See how Smith’s sales initi- 
ative created a top-profit sale where 
nothing but negative customer desire 
existed in the beginning. 

You'll find that all of the stories 
in this issue of PACKAGE SALES- 
MAN will give you practical leads 
and methods you can use to make 
your own package sales. 

It is interesting that the values 


(Advertisement) 


CONTES1 


of the package sales entered in this 
first contest ranged from $50 to 
$70,000—and the individual sale av- 
erage was more than $7,000. It is 
obvious that package selling is the 
way to highest personal satisfaction 
and profit. 

The winners in this first contest — 
and all the other entrants—have the 
same basic materials and services 
available to them that you have 
available to you. You, too, can take 
advantage of the package sales op- 
portunities that abound. 

Pick a “sales target’’ from your 
list of prospects today. See him and 
create in him the desire for improved 
living or working conditions. Then, 
sell him all of your available mate- 
rials and services to achieve his goal 
—and in so doing achieve your own 
goal of profitable package selling. 

And, of course, be sure to enter 
your package sale story in the July, 
1960, PACKAGE SALESMAN 
CONTEST. Postmark deadline for 
this second great Insulation Board 
Institute Contest is midnight, May 
31, 1960. 
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Farmer Popp wanted minimum renovation, but was sold a 


modern farm home 


Farmer was wary of ‘newer’ materials and was price-dickering with three other yards; but, 
Salesman Smith created desire—then sold him ownership pride and comfort of modern products 


By FRANCIS N. SMITH 
Manager, 
F. N. Smith & Son 

Pontiac, Ill. 
“I created the desire in these people 
for a nice home . . . as a result I 
created a large job that originally 
was a fairly small one.”’ 

This is how Francis N. Smith, 
manager, F. N. Smith & Son, 
Pontiac, Ill., sums up his most sat- 
isfying package sale—which also is 
the first-place, $500 winning entry 
in the Insulation Board Institute’s 
April, 1960 PACKAGE SALES- 
MAN CONTEST. 

Here was a sale that started 
when farmer Anton Popp asked 
Smith about some long lengths of 
dimension lumber—and progressed 
over a seven month period to a 
$6,100 material sale which trans- 
formed Popp’s drafty, 2-story 
house into a modern, weathertight 
one-level residence. 

About all Smith didn’t sell for 
the job was part of the original 
first floor frame and foundation. 
The unused, heat-greedy second 
floor was removed, and a new room 
was added to the first floor. Insula- 
tion board sheathing, spruce siding, 
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trim, windows, doors and a new 
roof were included for the exterior, 
and the interior work involved new 
floors, acoustical and standard insu- 
lation board ceiling tile, wood pan- 
eling, moulding, hardware, and new 
kitchen cabinets and appliances. In 
all, the bill-of-materials contained 
more than 100 product listings. 

There were many reasons why 
this sale could have been a small 
one—or perhaps no sale at all. All 
Mr. Popp really wanted to do was 
remove the un second floor. 
He explained that his children were 
grown and married so the old- 
fashioned top floor with its steep 
staircase was just no longer needed. 
He said he wanted to salvage most 
of the materials “‘because the older 
materials would be as good—prob- 
ably better—than I could buy to- 
day.”’ He wanted the job ‘“‘as cheap 
as possible.” 

Here’s how Smith tells it: 

“I attempted no direct argument 
with Mr. Popp about materials, but 
I pointed out in our showroom the 
displays of insulating sheathing, 
batt insulation, ceiling tile and 
window units. I stressed the im- 
provements in modern materials; 


emphasized the comforts and econ- 
omy to be gained from proper 
insulation; the ease of application 
due to the convenient sizes of in- 
sence 3 sheathing; the pride of 
ownership in up-to-the-minute 
styles of ceiling tile and wall 
planking. 

‘““Gradually, I felt that I was 
convincing him that a ‘cheap as 
possible’ remodeling job wouldn’t 
be to his best interest. He displayed 
interest in many of the products 
I showed him—but said he’d have 
to think it over. I gave him several 
remodeling plan books made avail- 
able by our suppliers and pertinent 
literature on their products. Finally, 
I offered my services at any time. 

“A week later Mr. Popp called 
my home—in the evening—just as 
I was preparing to leave for a Little 
League ball game in which my son 
is a player and I am assistant coach. 
Mr. Popp said he and his wife were 
in town and wanted to see some 
of the materials I had demonstrated 
and explained to him. Because the 
manager would be on hand for the 
game, I felt free to go. I was at the 
office in 15 minutes, thankful that 
we have manufacturer displays de- 
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FIRST PLACE WINNER 


$500 WINNING PACKAGE SALE in the IBI's 
April PACKAGE SALESMAN CONTEST was 
made by Francis N. Smith, manager, F. N. 
Smith & Son, Pontiac, Ill. Smith's sale converted 
an ancient farm home (INSET) with a heat- 
greedy, unused top floor into a modern, con- 
venient one-level residence. The entire home 
was remodeled inside and out and an extra 
room was added in the back. 

Smith is a third generation lumberman. He 
manages the yard for his mother, Mrs. F. 
Lynden Smith, owner. The yard employs four 
persons and annually grosses about $125,000. 
A branch yard is operated at Cornell, Il. 
Smith, 37-years-old, has been active in the 
yard since his graduation from Knox College. 
He’s a member of the Illinois Retail Lumber 
and Materials Dealers’ Association and various 
local civic organizations. The Smiths have four 
children—two boys and two girls. 

“What'll we do with the $500 prize money? 
Well, my wife, Ann, feels we could all use a 
change, so we're going to a vacation resort 
this summer. And, we are mighty glad to be in 
competition for that $2,500 Grand Prize in the 
Insulation Board Institute Contest,” said Smith. 


7 rel , 
SMITH SOLD the new kitchen in the face of competition from a 
chain store—and the job led to two additional kitchen packages. 
Material sale for the three kitchens amounted to $1,900. Customer 
Popp is at left. 
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"A KEY REASON for the sale was ease of application which allowed 
the customer to do a professional-looking job of ceiling tile ap- 
plication,” says Smith, shown here with Mr. Popp admiring the new 
acoustical living room ceiling. 


package 


signed to appeal to women as well amazed to discover that a salesman 


as men. 

“It was during this evening 
meeting with Mr. and Mrs. Popp 
that the sale was clinched. He told 
me that his farm was seven miles 
from Pontiac and closer to another 
town which had two lumberyards 
—both of which he had visited. 
He also said he hired a small con- 
tractor from a third town, and the 
contractor had given him prices on 
materials from his ‘home’ yard. 

‘But, Popp said only at our yard 
had he been able to see and under- 
stand exactly what he would be 
getting. He felt that we had more 
to choose from—that we knew our 
products and were genuinely in- 
terested in quality and service. 

“IT made at least four trips to 
Mr. Popp’s farm to see that every- 
thing was going satisfactorily. Mr. 
Popp, his grown son, and the small 
contractor were doing most of the 
work themselves. As the job prog- 
ressed, I made recommendations as 
to windows, sheathing, siding, pan- 
eling and ceiling tile—and my sug- 
gestions were accepted in a great 
number of cases. 

‘On one of my visits 1 was 


from a chain store had just been 
there to measure the kitchen for 
metal cabinets. I immediately went 
to my car for my catalog and 
showed Mr. and ) Pre Popp the 
striking wood cabinets we had and 
pointed out their advantages. This 
service call resulted in the sale of 
over $1,200 worth of cabinets, oven, 
sink unit and countertop. (Inci- 
dentally, the new kitchen furnish- 
— resulted in two subsequent 
cabinet sales to friends of the Popps 
—one for $300 and one for $400). 

“To conclude, the net result of 
Mr. Popp’s original visit to our 
office was the cash sale of over 
$6,100 worth of building material. 
But, even more satisfying to me 
was the feeling that I had created 
the desire for a nice home in these 
people and consequently created a 
large job that originally was to have 
been a small one. 

“T have taken my wife out to 
meet the Popps and to see their 
now lovely home. We have become 
friends. eir many favorable re- 
marks about the ‘new’ home and 
their obvious pride of ownership 
is a reward in itself.” 
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Smith, “we find that manufacturers’ displays 
are real clinchers.” 
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INSULATION BOARD SHEATHING Y-inch 4 x 8 ft. sheets, 
proved to be another springboard to Garcia's $70,000 
package sale. Sheathing is easy to cut, light-weight, and ap- 
plies rapidly. Garcia and Germinaro watch cutting operation. 


KEY SALES POINT which helped Frank Garcia (left) clinch : 
22-house sale was use of insulating backer board to re- be. 
place costly undercourse of shakes. Vincent Delia (center) $250 Y 
developer and builder Joe Germinaro (right) agreed that SECOND PLACE WINNER = . y) PACKAGE SALESMAN CONTEST 
the backer board added important wall insulation values. 


‘Recaptures’ 


22-house sale 


Here’s how Frank R. Garcia’s materials-and-service package shattered stiff prefab competition 


By FRANK R. GARCIA 


Salesman 


7. Use structural window units 
which also include screens and 
storm sash to save on-site time. 


materials and labor cost through 
use of the following products and 


Hudson River Yards Corp. methods: 


Tarrytown, N. Y. 


How do you recapture big-ticket 
business lost to stiff prefab com- 
petition? Frank R. Garcia did it, 
told the story in a letter to the In- 
sulation Board Institute, and won 
$250 second-place prize money in 
PACKAGE SALESMAN CON- 
TEST for April, 1960. 

Here is Frank’s story: 

“After selling materials for about 
40 houses to Vincent Delia, owner 
of the Croton Realty Corp., he sud- 
denly decided to use prefabricated 
houses. I had been selling materials 
to Mr. Delia through a builder, 
Joe Germinaro, and we both lost 
business as a result of Mr. Delia’s 
decision. 

“After a year, I finally convinced 
Joe that we could sell a package 
deal to Mr. Delia by cutting our 


 * 


Use \%-inch 4 x 8 ft. sheets 
of insulation board sheathing. 


. Use insulation board shingle 


backer to replace the under- 
courses of wood shingles nor- 
mally required—which also 
would produce superior 
insulation. 


. Make a jig for pre-cutting 


rafters. With the jig, one man 
can cut 200 rafters per day com- 
pared to the former method 
which produced only 50. 


. Use a pre-primed insulating 


type siding. 


. Use pre-hung exterior and in- 


terior door units. 


. Use %-inch 4 x 12 ft. sheet 


material for inside walls and 
ceilings. 
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“With this program we proved to 
Mr. Delia that we could give him 
a custom-built house with no look- 
alike disadvantages for less money 
than he was paying for the prefabs. 
Our package price included both 
the labor and materials. 

“Mr. Delia was convinced. He 
signed up for four houses in July, 
1959, and on January 17, 1960, he 
gave us another order for 18 more 
homes. 

“The gross sale on materials 
alone on this job will amount to 
about $70,000 for the period from 
July, 1959 to June, 1960—in my 
opinion a very good package sale. 

“If we had not devised a method 
of combining labor, certain com- 
ponent parts and labor-and- 
money-saving insulation board 
products, we may never have 
regained this profitable business.” 
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THIRD PLACE WINNER 


Ccall-backs 
sell add-on’s 


Sale started with a roof-leak repair and was ‘sold-up’ to a $1,456 package by Salesman Pete Stout 


By RALPH F. (PETE) STOUT 
Salesman 
Davis Lumber & Hardware 


Hutchinson, Kansas 


‘Satisfaction’ call-backs, sound im- 
provement suggestions and finan- 
cing knowledge helped Pete Stout 
build a marginal call into a profit- 
able remodeling package sale. 

Pete’s package sale report— 
which he entered in the IBI’s PACK- 
AGE SALESMAN CONTEST for 
April, 1960—is the winner of the 
$100 third prize. Pete’s own story 
follows: 

““A couple were trading for a 
house that had a leak around the 
chimney which had caused some 
damage to the ceiling below. They 
wanted an estimate on the cost of 
the repair so it could be deducted 
from the purchase price. 

“I went out to make the estimate 
for them— Mr. and Mrs. Glenn 
Cole. We repaired the leak in the 
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roof and re-painted the ceiling in 
the room below. After the couple 
bought the house and moved in, 
I called back to see if everything 
was satisfactory. The newly painted 
ceiling was noticeably brighter than 
the ceilings in the other rooms. | 
brought this to their attention, and 
suggested that they might consider 
having us paint other ceilings. 

“We ended up with a contract 
for painting the interior at a cost 
of $403.66. We set up payments 
of $40 per month under our re- 
volving credit plan. 

“Checking back with them after 
the interior paint job was com- 
pleted, I suggested that they might 
consider painting the outside in 
order to give their home a new look 
as well as protection. They agreed 
that this was a good idea, but said 
that $40 a month was all they could 
pay and that this job would have 
to wait. 

“TI then explained FHA Title I 
to them and pointed out that by 


"IT WILL SOAK UP 70% of the sound that strikes 
it," Package Salesman Pete Stout tells Mrs. Glenn 
Cole in explaining the value of her new insulation 


board tile ceiling. 


7 . 
$100 
ibi 


using it they could pay over a 
longer period, still have their pay- 
ments at $40, and get the outside 
paint job now. 

“They liked this idea so I sug- 
gested they might even consider a 
recreation room in their basement 
because we could make this addi- 
tion and still stay within their $40 
payment. We figured new wood- 
grained wall covering materials and 
sound-conditioning insulation 
board tile on the ceiling. 

“The net result of my carrying 
out our company policy of check- 
ing back after the job is done to 
be sure the customer is satisfied — 
and selling from the customer’s 
viewpoint— was that a routine re- 
pair of a leaky roof was converted 
into a total sale of $1,456. The cus- 
tomers got what they wanted and 
were able to pay for. My company 
got another satisfied customer. | 
had the satisfaction of engineering 
a deal which benefited everyone 
concerned.”’ 
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GLENN BASS and customer admire solar-heated laying house. 


| 


Sells Solar Hen House with 
Insulation Board Sheathing 


Judicious planning based on asphalt impregnated insu- 
lation board sheathing helped Glenn W. Bass, partner, 
Gonigam-Bass-Hall Co., Walnut, IIl., sell an imagina- 
tive 30 x 80 solar-heated hen house. Bass also wins one 
of the five $50 cash prizes in the Insulation Board 
Institute’s PACKAGE SALESMAN CONTEST for 
April. 

‘The customer had limited funds,’’ said Bass, ‘‘and 
originally wanted a laying house with wood siding. I 
planned a hen house with stud walls covered only with 
insulation board sheathing—which gave him double 
the insulation at less cost. 

“Also, by putting in 20 3x5 ft. farm-type insulat- 
ing glass sections on the south wall, the hen house is 
heated by the sun, and the insulation board sheathing 
walls retain the heat. Total cost of the building —which 
allows almost twice the usual number of producing 
hens—was less than $2.50 per sq. ft.,” said Bass. 


Fourth Salesman 
to Figure 
GOT Kitchen Job 


C. M. Ottey at $2,951 


The family in the old residential section wanted a 
kitchen estimate from Charles M. Ottey, salesman, 
Hummer and Green, Chester, Pa. But, Ottey found 
that three other yards already had been there. It 
looked like a lot of figuring—but no sale. 

Ottey planned the job and made an estimate any- 
way. They wanted changes. He went back on five 
separate occasions—sometimes with the contractor 
and plumber. Finally, they wanted to know the price. 
He told them in terms of payments for 36 months. 
They wanted to know the total. He told them--with 
new cabinets, insulation board acoustical tile ceiling, 
new walls, floor, snack bar and all—$2,951. The man 
went upstairs and brought down $500 cash as a down- 
payment—and paid the rest of the cash on completion. 

Said Ottey, a $50 prize winner in the IBI’s PACK- 
AGE SALESMAN CONTEST, “No job is impossible 
—and this is the thing to remember in Package Selling.’’ 
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Selis $14,723 
Remodeling 
Project 


JH. Coman, Jr. to Baptist Church 


J. H. Coman, Jr., vice-president, Coman Lumber Co., 
Durham, N. C., made a completely-controlled $14,723 
remodeling sale to the West Hill Baptist Church. 
Coman is another $50 cash winner in the IBI’s PACK- 
AGE SALESMAN CONTEST. 

The first contract total for the main sanctuary re- 
modeling was for $11,356.57 and included 12 x 24-inch 
insulation board ceiling tile. ‘We make oak pews,”’ 
said Coman, “‘and it was a natural to make an addi- 
tional $2,225.50 sale of pews.’’ When the remodeling 
was complete, the nearby recreation building looked 
old, so Coman sold an additional $1,141 package to 
repaint it. 

Coman furnished materials and labor and included 
a 15% mark-up for supervision. The congregation was 
so pleased with the work that Coman was asked to 
make a speech at the dedication. 


Convinces 
Everyone 
-Sellis $1,700 
Office Remodeling 


George Osborne 


When he finished remodeling the office next door to 
the lawyer, George Osborne, owner, Northwest Lum- 
ber & Millwork Co., Chehalis, Wash., saw a perfect 
opportunity to sell the lawyer on office remodeling. 

The lawyer was too busy to be bothered, so he 
turned the decision-making over to his office girl. 
Osborne got an architectural consultant and a con- 
tractor to design and figure the job. The girl and the 
lawyer were convinced, but the building owner wasn’t. 
Finally they compromised on cost by raising the law- 
yer’s rent. The lawyer’s wife stepped in and wanted 
changes. Osborne made them. 

Osborne successfully sold the $1,700 project which 
included acoustical insulation board tile on the ceiling 
and side walls to quiet machine noise and reduce 
workers’ fatigue. Osborne also is a $50 winner in the 
IBI’s PACKAGE SALESMAN CONTEST. 


See next Page 
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DETAILED PLANS and other services helped 
M. M. Spann land the house package. 


Selis House in Face of 
Stiff Prefab Competition 


‘““My most satisfying Package Sale,’’ says M. M. Spann, 
partner, Pierceton (Ind.) Lumber Co.,”’ was a $16,752.53 
new house package sold in the face of the stiffest kind of 
competition from an out-of-town prefab concern.” 

One of the ‘“‘clincher’’ sales points was the fact that 
Spann specified 25/32-inch insulation board sheathing 
in contrast to the prefabbers use of a competitive *s-inch 
material. ‘I am particularly proud of this sale because 
every item used as well as labor and supervision was 
supplied by our firm. We drew up plans, arranged 
financing and assumed full responsibility for the job. It 
was strictly a one-source deal for the customer. 

“‘We feel that the services rendered were the cause 
of the job being awarded to us,” said Spann, who also 
is a $50 prize winner in the IBI’s PACKAGE SALES- 


MAN CONTEST for April, 1960. 


ENTER YOUR 
PACKAGE SALE 
NOW 


A farm house remodeling . . . an office moderniza- 
tion ... new home... church remodeling . . . new 
chicken house . . . these are some of the big money 
winners in the first round of IBI’s Great PACK- 
AGE SALESMAN CONTEST presented in 
this issue. 

Why not enter the second round of the contest 
and tell us about YOUR most satisfying Package 
Sale right now? You may win the $500 first prize 
and automatically be in competition for the $2,500 
Grand Prize! Or, you may win $250, $100, or one 
of 5 $50 cash prizes. 

If you are a full-time employee of a retail build- 
ing materials establishment in the U. S., just write 
us the step-by-step story of your Package Sale. 
Your sale must include one of these insulation 
board products—Ceiling tile (standard or acous- 
tical), insulating roof deck, building board, 
sheathing, shingle backer, wall plank. Use your 
firm’s letterhead, and include a reasonably detailed 
bill of materials. Postmark deadline for the second 
PACKAGE SALESMAN CONTEST is May 
31, 1960. 

Nobody loses. Every entrant gets a compli- 
mentary Parker ‘Order Jotter’ Pen by return mail! 
Send your entry today to: PACKAGE SALES- 
MAN CONTEST, Box 5905, Chicago 80, III. 
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Building Products Dealer Sales Pulse 


Sales: Mar. '60 vs. 
Mar. '59 


Accounts receivable 
Mar 


Zone 1 
Nerth 
Atlantic 

+12% 


+10% 


. 31, "60 vs. 


Mar. 31, '59 


Same 


Inventory: Mar. 31, '60 


vs. Mar. 
Next quarter's sales 
estimate 
March weather 


31, ‘59 


+15% 


Same 
Good 
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Middle 

Atlantic 
Same 


Same 


Same 
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+10% 
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South 
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Marketing Regions (see mop page 36) 
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is here That’s the cry in most parts of the country, 
and building is beginning to move ahead. Even in some areas, 
such as the Great Plains states where heavy rains have bogged 
down both contractors and yards, optimism is growing and an 
*xcellent spring is expected. 

All February and March dealers were holding their 
price levels, doing relatively little business, buying a little, but 
looking forward to this time. But with better weather coming 
in early April, the price of lumber at the mill began to 
stiffen and, in the case of Douglas fir items, to rise somewhat. 
The west coast mills have had a good production winter and 
most of them report very full inventories; in spite of this, an 
upturn of retail buying has brought the fir price up to $67- 
$68 at last report. 

A general check-up on the economy, as it applies to retail 
building products dealers, is in order as the volume building 
season begins: 

Mortgage money appears to be getting less tight, but interest 
rates are holding at mid-winter levels. The index of tight 
money is found in the yield of domestic corporate bonds and 
long-and short-term government bonds. Domestic corporate 
bonds at the beginning of March yielded investors 4.86%; by 
the end of March this had fallen to 4.78%. This was somewhat 
closer to the net yield they would achieve in home mortgages. 

The purchasing power of the dollar, at wholesale, is steady at 
83.8 (43.9 when related to 1935-39). 

The wholesale price index of lumber, the government says, 
was 125.8 in February (1947-49-100), up from 121.0 a year 
ago. 

The government's wholesale price index for gypsum products 
was 133.1, and had held steady for an entire year. 

Personal income (salaries and wages) in February was on an 
annually adjusted basis of $268.8 billion, up from the 268.1 in 
January. 
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NEW PERMANENT NONFARM DWELLING 
UNITS STARTED (privately owned) * 


| 
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*Seasonally adjusted, 
at annual rates 
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Source: U.S. Department 


Private home building in January was 1,210,000 units on the 
annually adjusted basis; in February it had dropped to 1,115,- 
000 units. In March it held at the February annual rate. 

Consumer credit in January, 1960, was $51.3 billion, up 
from $45 billion the year before. 





Trend of Housing Activity 
MORTGAGE APPLICATIONS 
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longer fence life—lower cost per year 
proves the greater sales appeal of 


CONTINENTAL ‘ame-sealed FENCE 


ina 


»b and should 


Longer Fence Life—M suy. W f 690 a 39 
akei ts) His 30 year abalal stati Fi 


profit proved for half a century 


It's the long years of service that farmers like about Continental Fence... 
service that spe//s extra value for them and extra sales for you. Continental 
Fence, profit-proved for half a century, today gives you sales features that 

B/ Sereda can't be beat—Flame-Sealed for triple protection against rust. . . uniform ten- 

ee ty sion curves to keep fence tight winter and summer . . . choice of flexible Cham- 
pion knot or semi-rigid Pioneer knot. And with Continental Flame-Sealed Fence 
you can offer easy-driving steel fence posts, two kinds of barbed wire, easy-to- 
use steel roofing and siding, galvanized welded fabric, baling wire—83 items in 
all. And you can order from a single source. Don't take chances on unknown 
products—see your Continental jobber or write today. 


83 PRODUCTS FOR FARM AND HOME—AMERICAN MADE FOR AMERICAN TRADE 


CONTINENTAL STHEIL 
CORPORATION KOKOMO, INDIANA 


Standard Styles of Galvanized Steel 


PRODUCERS OF: 15 Types of Farm Fence... Posts... Gates... Barbed Wire... . 
Wire Products. 


Roofing and Siding . . . Nails .. . Staples Lawn Fence Welded Wire (Reinforcement—Galvanized) .. . 
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HOUSEHOLD HARDWARE 


Dealer Sales Control in Action 
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BUILDERS HARDWARE 


HARDWARE 
BUSINESS 


A monthly department merchandising: 

® Builders and Household Hardware 
® Paint and Sundries 

® Hand and Electrical Tools 
© Electrical Fixtures, Sundries 

® Plumbing Fixtures & Supplies 


SPECIAL-OFFER-OF-THE-MONTH 


A FREE ROLL-UP LADDER available to painting con- 
tractors is lightweight and rolls up into a compact 20” 
bundle. Called the Aladdin, it is carried like a suitcase 
through revolving doors and winding halls and fits into the 
trunk of a car. In a special offer to dealers, Minnesota 
Paints pays half the cost of the ladders, which retail for 
$72, and provides a complete promotion package. The lad- 
der is given free with each 100-gallon purchase of Master 
Guild paint. It is made of steel and aluminum in 12’ and 16’ 
lengths and supports a half-ton load in 752° position. Min- 
nesota Paints, Dept. AL, 1101 So. 3rd, Minneapolis, Minn. 
Circle No, 201 on Handy Cover Card 


Small Hardware Wholesaler Thinks Big 
Hardware Trends 

New Products ... 

Special Offers ... 

New Sales Aids 

New Literature 


PRODUCT-OF-THE-MONTH 


& 


AN ALL-STEEL SAW TABLE easily converts most Skil 
right-hand blade saws into bench-type circular models 
Called Model 528, it stands 32” high, has a top work area 
of 22” x 22” and is listed at $39.95. It has an adjustable, 
clear plastic deflector to protect the operator from sawdust 
or wood chips; a miter guide to make cuts from 45° to 90°, 
left or right; an adjustable rip guide to make rip cuts up to 
1044” wide and an on-off switch at its side. The universal 
clamping device quickly locks 10 Skilsaw models securely 
in position. Capacity is 3/32” less than cutting depth of 
saw used. Skil Corp., Dept. AL, 5033 Elston, Chicago 30. 
Circle No. 202 on Handy Cover Card 
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Hardware Headlines 


Small Wholesaler Thinks Big 


¢ “If you fail to add value to the goods you distribute, you're 
not earning your keep," feels W. E. ‘‘Gene"’ Smith, president, 


Oklahoma (City) Hardware Co. 


That's why this firm offers a wide range of customer services 
embracing special promotional materials, store engineering 
and fixtures, even helpful management aids. These are some 
of the reasons why lumber dealers are this company's top ac- 


counts. 


EING SMALL is not necessarily a handicap,” W. E. 
“Gene” Smith, president of Oklahoma Hardware Co., 
told a Canadian hardware convention not long ago. 

“In fact,” he added, “there are many advantages— 
extreme flexibility, quick decisions and most important, 
the esprit de corps that develops in your own organization 
when your program is planned, developed and carried out 
through team effort.” 

Growth of this 60-year-old Oklahoma City firm since 
Smith took over the leadership nine years ago, appears 
to back up his operating philosophy defined in the com- 
pany slogan, “Service Is Our Most Important Function.” 

Within a nine-year span, the company’s volume has 
grown from $1,279,000 to over $6 million. In 1958, the 
return on their investment was 11.62% or three times 
above the national average; in 1959, it was 12.43%. 





Success Formula 


“There are many services that a full-function whole- 
saler performs for his customers that aren’t shipped in 
cartons or appear on the face of an invoice or paid for 
by check,” president Smith of Oklahoma Hardware ad- 
vised fellow wholesalers in a speech. “Frequently, these 
non-shippable products are the most important to the 
success of the dealers’ business.” 











What are the reasons back of this growth? 

“Too many wholesalers,” asserts Smith, “have adopted 
the attitude of just selling to their customers, not serving 
them. We try to explore every avenue we can to be helpful. 
A hardware wholesaler is a service organization—make 
no mistake about that! Shipping and collecting for mer- 
chandise in 1960 is not enough. If you fail to add value 
to the goods you distribute, you're not earning your keep.” 

Many services. Oklahoma Hardware offers a wide range 
of services to its 3,000 customers concentrated in Okla- 
homa with a sprinkling in Kansas, Texas, and New 
Mexico. These include a wide variety of printed pro- 
motional material including custom-tailored ads and spe- 
cial trim kits; free store planning service including a line 
of fixtures at substantial savings; special fall and spring 
merchandise markets; eight-hour shipping service; com- 
pany management and collection aids. 

In their print shop equipped with second-hand presses, 
folding, paper cutting and stapling machines, Oklahoma 
Hardware turns out millions of promotion pieces annually. 
These include four seasonal broadsides (20’x14’).—spring, 
summer, fall and Christmas. Also available are custom- 
designed handbills built around the customer’s own stock 
for such events as store openings, anniversary sales, clear- 
ance sales and the like. 

Store trim kits, including banners and price tags, 122 
pieces in all, are made available to Oklahoma Hardware 
customers at below cost. Another special monthly promo- 
tion is the “Sizzler” flier, which advertises about 30 items 
at special prices. Ad mats on 13 of these items are fur- 

(continued on page 56) 
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A Hardware Wholesaler Team Dedicated to Help Dealers Sell 


Taking a look at page layout for spring broadside 
prepared especially for retail building materials dealers 
are, |. to r., W. E. ““Gene’’ Smith, president, Oklahoma 
Hardware Co.; his son, W. E. Smith, Jr., vice-president 
and director of sale; Paul Staude, part-time salesman 


for Oklahoma Hardware and head of Staude Store Fix- 
ture Co., which works exclusively for the hardware 
wholesale firm; seated, Emzy B. Saul, director of dealer 
service and store engineering. In background are some 
of examples of firm's dealer aids—banners, ads, flyers. 
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HEN W. EUGENE SMITH took over the opera- 

tion of the Oklahoma Hardware Co. nine years 
ago, the firm had almost no lumber dealer accounts. 
The hardware wholesale house had discontinued nails as 
being unprofitable. 

Smith felt this move would mean a successive loss of 
builders’ hardware and tool business and eventually no 
lumber dealer customers at all. He reversed the trend by 
starting to answer the special needs of lumber dealer 
customers until today the firms’ 600 lumber dealer ac- 
counts are numerically the largest in its 15 customer 
categories. 

“We saw greater potential growth among lumber deal- 
ers than anywhere else,” explains Smith. Because of the 
growth and importance of lumber dealer accounts, 
Oklahoma Hardware now issues a quarterly broadside 
especially for building material dealers. It promotes 
building materials and remodeling along with hardware 
items. 

Special catalog. A buying and price catalog for build- 
ing materials dealers is one of seven such catalogs is- 
sued annually or biennially for their specialized cus- 
tomer accounts. The firm’s general sales policy is printed 
inside the cover. 

In addition, many retail lumber dealers have taken 
advantage of the free store engineering and fixtures of- 
fered well below customary prices, all exclusive Okla- 
homa Hardware services. 

“The lumber stores are becoming the hardware stores 
of the town,” remarks Emzy B. Saul, director of dealer 
services, including store engineering. Saul, a hardware 
retailer for 19 years, has handled store layouts, mer- 
chandising and fixturing for many retail lumber stores. 
Saul says more lumber dealers are looking for store 
layout help than any other group of customers. 





Wholesaler Gives Lumber Dealers Hardware Merchandising Tips 


“We've noticed a trend among lumber dealers in tak- 
ing on hardware lines as traffic builders and companion 
lines to their building supplies,” declares W. Eugene 
Smith, Jr., youthful vice-president and director of sales. 

He advises lumber dealers venturing into hardware to 
start with hand, power and garden tools, also house- 
wares, especially in the smaller towns. He finds many 
dealers tend to overbuy hardware lines. He advises a 
shallow inventory and frequent ordering, quite feasible 
with Oklahoma Hardware’s guaranteed eight-hour de- 
livery service. Smith feels dealers should work toward a 
four-time hardware turnover and a 50% markup for a 
334% % profit. 

“Too often, a lumber dealer lets his profit experience 
in lumber lines influence his pricing in hardware lines,” 
according to sales director Smith. “If you have a hard- 
ware item with a good profit, don’t butcher it, but capi- 
talize on it. Find a hardware salesman in whom you have 
complete confidence, then let him set up and run your 
department. 

Good profit. “Hardware is a good clean line, offers a 
good profit and ties in well with the lumber dealers 
normal lines,” believes Smith, who deplores the practice 
of some dealers to give away a power tool or some other 
valuable hardware item at the end of a big job or for a 
Christmas gift. 

Store engineer Saul offers a criticism and a suggestion 
for lumber dealers. 

Criticism: too many dealers try and crowd their store 
inside the front window. He advises keeping the window 
uncluttered and display the entire store. 

Suggestion: if the dealer will add a little plumbing, 
pipe fittings, GE light bulbs and electrical accessories, 
he can add a lot of profit because he can figure on a 
40% markup. 











SMALL WHOLESALER THINKS BIG 


(begins on page 54) 





nished to dealers for use in newspaper, direct mail or other 
purposes. The ad mat charge of $1.50 is refunded in full 
if the dealer submits tear sheets showing at least six of 
the items were advertised. 

No supplier is allowed to participate in the selection of 
the items to be promoted in the wholesaler’s broadsides. 
All items, Smith explains, are selected on their own merit, 
their pulling power, value and seasonal attraction and 
whether or not their customers normally carry them. Trade 
brands are featured only when Oklahoma Hardware 
feels they enhance the pulling power of the promotion. 

“Frankly, we feel that a well-known brand is an asset 
only if the item can be profitably sold in competition with 
comparable quality of another make,” says Smith. “In 
today’s market, most any article will sell readily, regardless 
of brand, if it is priced right, well-packaged and properly 
displayed, but not otherwise.” 

Although this service is not used frequently, Oklahoma 
Hardware has served as a collection agent for customers 
who have exhausted normal collection channels. The firm 
has been successful in all cases when papers were avail- 
able to substantiate claims. 

At the request of customers, Oklahoma Hardware will 
examine their books and make recommendations that 
may eventually permit them to discount their invoices. 


Store planning aid. Under the direction of Emzy B. Saul, 
director of dealer services, Oklahoma Hardware began a 
free store engineering service for its customers a few years 
ago. Saul, a hardware retailer himself for many years, is 
also in charge of the store engineering branch, which has 
helped almost 150 retailers with new store layouts, mer- 
chandising and fixturing. 

Oklahoma Hardware did 44 stores wholly or in part 
last year, including several for lumber dealers, and have 
had new store layouts underway in 11 stores at one time, 
says Smith. Again, this service is restricted to Oklahoma 
Hardware customers, although they have been approached 
by other retailers. 

Fixtures are built by a company owned and operated 
by Paul Staude, a semi-retired company salesman. Farmers 
and ranchers in the vicinity of Kingfisher, Okla., head- 
quarters of the Staude Store Fixture Co., fabricate the 
parts in their spare time, then bring them to the Staude 
shop for assembly and finishing. This system, Smith says, 
has enabled Oklahoma Hardware to furnish a variety of 
fixtures at 40% to 56% below normal fixture costs. 

A special fixture designed for Skil tools will take stock 
worth $665. The fixture is offered free to an customer 
placing a complete order. One of the newest fixtures is 
for paint. It is 18”x18” and 44” high and will take $270 
in paint supplies. 

In addition to a 60’ display space at the regular Okla- 
homa Hardware show, Smith stages his own spring and 
fall merchandise markets, a two-day session in a local 
hotel attended by over 1,000 customers. Some 70 booths 
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are manned by manufacturers’ representatives. Many items 
at these markets are offered at special prices with the 
adged inducement of delayed billing. 

In addition to booth prizes, the grand prize at the fall 
show is the complete dollar value of the dealer’s order; at 
the spring show the grand prize is $250. 

s policy. Another one of Oklahoma Hardware’s 
slogans is “The Wholesaler With a Policy.” This policy is 
“to serve only selected retailers who maintain an inventory 
of our goods for resale.” Every account is classified ac- 
cording to 15 department categories in Oklahoma Hard- 
ware’s dealer classification report form. Sales even to its 
own customers are screened accordingly. 

For example, this policy will not permit the sale of 
housewares to a floor covering dealer if that dealer doesn’t 
maintain an inventory of housewares. Smith’s written policy 
rejects sales to state, county or municipal agencies, con- 
tractors, industrials and others to avoid competing with 
their own customers. 

The transition from an “old line” wholesaler to a “full 
function general line wholesaler” in the past nine years 
has resulted in a careful study of the wholesaler’s furnc- 
tion by Smith. 

“In my opinion, too few retailers know enough about 
their suppliers. They should understand the sales _ policies 


SPECIALIZED DEALER CATALOGS (above) are prepared by 
Oklahoma Hardware according to types of customers served. 
Some are issued annually, some every other year. Dealer must 
carry an inventory in order to place an order. Wholesaler's 
printing plant (right) produces millions of pieces of promotion 
materials in addition to its own order forms, stationery, etc. 


SPRAY ROOM in store fixture shop operated by Paul Staude, 
left, a part-time Oklahoma Hardware employe, exclusively for 
the firm's accounts. 


of their suppliers—wholesaler and manufacturer alike— 
and know if they are designed for their protection to keep 
their goods in normal distribution channels. 

“I feel, too, that top management in entirely too few 
independent hardware wholesalers really know their cus- 
tomers—are really aware of the serious competitive prob- 
lems facing them today. The wholesaler who does not 
control his sales properly can be the retailer’s most vicious 
competitor and is unworthy of his support. 

“It’s high time we accepted our share of the blame for 
some of the retailer’s problems. Sure, there are many 
things that he doesn’t do that he should. But don’t forget, 
his very survival depends upon how well his suppliers 
serve him. And he is still the backbone of the hardware 
wholesalers’ business.” 

Internal organization. Oklahoma Hardware’s 13 depart- 
ment heads “for all practical purposes run our business,” 
says Smith, who speaks of his 118 employes as “members” 
of his organization, not employes. 

“The department heads are held responsible for man- 
aging their own department and have full authority to 
carry out their duties. At no time do we ever by-pass them. 
They reward accomplishment by recommending salary 
changes when justified, observe morale and keep members 

(continued on next page ) 


WALL FIXTURE for tools is one of several manufactured for 
Oklahoma Hardware customers at a saving of 40% to 50%, 
below what they would normally pay. 


April 25, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 57 





of their department fully informed about our business. 
Keep an employe well informed and things will run 
smoothly. Employes don’t want propaganda. They want 
facts about their own job and their own future.” 

All but six of Oklahoma’s 30 salesmen live in the ter- 
ritories they serve. Four salesmen sit on the Salesmen’s 
Advisory Council, each for one year with two being re- 
placed each six months. The Council discusses with the 
sales organization and later with management all phases of 
business—coverage of lines, shortages, shipping, collec- 
tions, customer relations, competition and similar matters. 

Monthly board of director meetings are attended by 
three “junior members,” who participate in discussions 
and thereby train for future executive positions. 

“We try to surround ourselves with thinking people, 
who are just as anxious to succeed as we are,” says Smith. 


Aims to Cut ‘Walkout’ Customers 

When Bob Fraley, Ardmore, Okla. dealer, hired a business 
consultant early this year, one of the first things he did was to 
ask customers if they found what they came for. 

About 50% said they didn’t in the course of one casual study. 
Later interviews showed that the Ardmore store was able to 
service about 75% of its customers. 

“Nevertheless, the thought was in my mind,” said president 
Bob Fraley, “that while we did not think we should stock some 
items, our customers did and maybe we were wrong. 

“Understand, the items we missed a saie on, we may say, 
were insignificant as to our overall sales, but the fact remains 
the next time the customer may say, ‘Why try them in the first 
place?’ ”“ 

On the suggestion of the consultant, Harry Canup, Oklahoma 
City, Fraley turned to Oklahoma Hardware, a wholesaler in 
Oklahoma City who offers a wide range of dealer services for 
customers including store engineering and fixtures. 

Emzy B. Saul, Oklahoma Hardware’s store engineering expert, 
has visited each of Fraley’s five stores and made suggestions for 
improved merchandising. One result, Fraley feels, is that his 
stores will carry more hardware items and impulse items that 
carry a full margin of profit. 

When the new layouts are finished, each store will have an 
open house. Special promotional material for these events is 
furnished by Oklahoma Hardware, another one of its services. 


Summarizing a detailed report of Oklahoma Hardware’s 
operation for his board of directors following a four-day 
study, a Canadian wholesaler concluded: 

“There is no secret about the success of Oklahoma 
Hardware Co. It is due to hard work and long hours with 
every employe striving to do a better job. Inspiration 
comes from the president, Gene Smith. His most valuable 
asset is his ability to delegate responsibility and instill con- 
fidence among his department heads. These people never 
doubt the future success of the company and all assist co- 
operatively to attain this success.” 

Construction of a new headquarters building for Okla- 
homa Hardware is scheduled in 1962. Projected for an 
eight-acre tract, the two-story structure will occupy 135,- 
000 square feet on the ground floor and 35,000 feet on 
the second floor with room for expansion. 


Switch in Wholesaler Function 
Springboard to Greater Profits 

Switching from an “Old Line Wholesaler” operation to that 
of a “Full-Function General Line Wholesaler” is responsible in 
large measure for Oklahoma Hardware’s growth, according to 
president W. E. “Gene” Smith. He classifies hardware whole- 
salers into four categories: 

1. Old Line Wholesaler. He has field salesmen and finances, 
buys, warehouses, packs, ships and collects for the mer- 
chandise he sells. He maintains inventory and extends 
credit to his customers. Some are still quite successful. 

. Dealer-owned wholesaler. Provides some of the same serv- 
ices as Old Line Wholesaler, except finance. Generally 
depend on own members to maintain own catalogs, write 
their own orders and handle own adjustments in exchange 
for a rebate, if they make a profit. 

. Program wholesaler. Sales limited to associate store or 
captive accounts with minimum purchase requirements. 
Furnish merchandising program for members only. Two 
highly successful thus far. 

4. Full-function general line wholesaler. Provides trained 
salesmen to serve customers on regular schedule. Finances 
and maintains inventory for general line coverage, ship- 
ping 95% of orders from stock in case of Oklahoma Hard- 
ware, which follows a program of “selective distribution” 
and low-cost consumer merchandising service. 

“We feel the full-function wholesaler,” said Smith, offers the 
real advantages of all three of the other classifications, yet al- 
lows him to keep his capital invested in his store, where it is 
needed to run his business and without sacrifice to his inde- 
pendence.” 
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CUSTOMER CONDITIONING 
IN A BIG WAY 


from Bostitch, your Invisible Salesman! 


In the May 21st issue of The Saturday 
Evening Post, nearly 12 million pri- 
mary readers will be told to see you— 
the building supply dealer. This dra- 
matic full-page ad will be bolstered by 
advertisements in American Builder, 
House & Home, Practical Builder and 
N. A. H. B. Journal—every one says 
“see your building supply dealer.” 


This is the kind of support that makes 
sales for you ... three-way profits that 
keep your cash register ringing: 


1. Profits from sale or rental of tools 
2. Continuing profits from sale of staples 


3. Profits from the sales of the materials 
that your customers install so easily with 
Bostitch. 


Your sales and profits can be bigger 
than ever with Bostitch. This is why 
more building supply dealers are sell- 
ing Bostitch and selling more build- 
ing materials because of Bostitch. See 
how you can tie-in to the selling sup- 
port of Bostitch, your Invisible Sales- 
man. Just turn the page. 


Profits are better and faster with 


BOSTITCH’ 


STAPLERS AND Te oe 














744 Briggs Drive, East Greenwich, Rhode Isiand 
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Made Easy 
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Faster Tacking 
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_ BOSTITCH 
TSTACKER 


FoR ATTACHING CHLING Tite 
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TACKING SCREEN wire 
CORNER iT: AND Otnmee 
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1. Advertise your store as stapling 
headquarters in your area with free 
Bostitch Plastictype Ad Cuts. Tell 
your customers what you have! 


2. Put Bostitch tools on display. Put 
the famous T-5 Tacker on your 
counter with some sample building 
materials for your customers to try. 


\ 


3. Use the free counter and window 
displays you can get from Bostitch. 
They help sell or rent the tools and 
create building materials sales. 


HERE’S HOW TO MAKE BOSTITCH, YOUR 
INVISIBLE SALESMAN, WORK PROFITABLY FOR YOU! 


Here’s proof that “Bostitch” means “Business... 


“We have been selling the 
Bostitch building trade tools 
for six years. It has been our 
experience that our customers 
and our prospective buyers ask for Bostitch by its 
trade name with regularity which must be attributed 
to the emphasis placed on dealer support advertising 
in national and trade magazines. We are pleased with 
our experience in having Bostitch tools in our line.” 





Bostitch, your Invisible Salesman, 

uses visible arguments to convince your prospects 
that they should do the job and buy the 
materials from you. For more information on the 
Bostitch line, write Bostitch, 744 Briggs Drive, 
East Greenwich, Rhode Island. 


“We have found in the past 
nine years that handling this 
merchandise has aided us in 
the sale of other material 
such as blanket insulation, tile board, wire mesh, cedar 
shakes, roofing, and building papers. We have made 
a very nice profit from the rental and sale of your 
merchandise as well as a nice margin of profit from 
the other material that it has aided us in selling.” 


pm 
fait 


Siete ae 





Profits are better and faster with 


— 





“SCOTCH” BRAND Masking Tape sells at a fast 
clip when you suggest it with every paint sale. 


S. PARKER HARDWARE MFG. CORP ee 


Quality Herdware Since 1900 MMitanesora [fftnine ano [ffanuracrunine company 





~ «+ WHERE RESEARCH 1S THE KEY TO TOMORROW 
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it’s easy to prepare effective advertisements 
with ADservice mats 


Simplify the job of preparing your ad- ¢ ADservice makes it easy to prepare effective 
vertising with easy-to-use ADservice ad lumber dealer ads. 
mats. Anyone can turn out advertise- ‘ A ; : 
ments that bring in business, quickly * ADservice _ cut the time it takes you to 
and easily with amazingly low-cost Reig an advertisement. 
ADservice ad mats. ¢ ADservice makes it simple to prepare any 
ADservice offers you persuasive copy, size ad. 

top-quality illustrations and attractive ¢ ADservice offers you hundreds of top-quality 
pode a ee, = acm illustrations for your ads. 

acta —— dong ¢ ADservice supplies professional layouts for 


vertising. 
Used for years by hundreds of the your advertisements. 


best-known, most profitable lumber- ¢ ADservice gives you fresh copy for ads that 
yards because — is convincing and action-provoking. 


For complete details write today for FREE 
ADservice catalog. Available only from — 


AMERICAN LUMBERMAN 


59 EAST MONROE STREET + CHICAGO 3, ILLINOIS 
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NEW LUCITE HOUSE PAINT 


_.the money-maker that really means business / 


— 


For profit-minded paint dealers, the big news this 
year is “Lucite” Acrylic House Paint, a remarkable 
new product of Du Pont research. Outstanding dura- 
bility, ease of application and superior blister- 
resistance make “Lucite” the greatest development 
in exterior finishes in 30 years. But more important, 
new “Lucite” offers you unparalleled opportunities 
to build sales volume and increase profits. 


The whole story of this remarkable new discovery 
is told in the full-page advertisement reproduced 
here—currently appearing in Reader’s Digest. A 
brand-new Politz survey, just released, proves that 
readers of the Digest— many of them your customers 
—will turn to this particular page more than 60 
million times! 

But that’s just a single example of the way 
Du Pont is pre-selling your customers, over and over 


again all through 1960, in an aggressive hard-hitting 
campaign of national advertising that’s causing un- 
precedented demand for this wonderful new exterior 
finish. It’s a safe bet that all your customers will be 
reading about “Lucite” this spring in at least one of 
these great magazines: The Saturday Evening Post, 
American Home, Better Homes & Gardens, Sunset, 
Popular Science, Popular Mechanics and Mechanix 
INlustrated. What's more, another 35 million TV 
viewers get the “Lucite” story on the Du Pont Show 
of the Month, April 21, over CBS. 


For you, this means a terrific opportunity to build 
bigger sales and higher profits. Stock up now on 
DuPont “Lucite” House Paint. Feature it promi- 
nently in your store. Make use of Du Pont’s exciting 
new window displays and other powerful selling 
heips. For full details, clip and mail coupon today. 


“LUCITE” MAKES THE DIFFERENCE...AND ONLY DU PONT MAKES “LUCITE”! 


Sell the paint that’s worth the work the beauty lasts! 


Better Things for Better Living 
through Chemistry 
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E. |. DU PONT DE NEMOURS AND CO. (INC.) 
Finishes Division, Dept. AL-64 
Wilmington 98, Delaware 


Please send me complete details on the money- 
making opportunities of “Lucite” House Paint. 


Name 
Title 
Store Name 


Street 


Zone State 


Circle No. 114 on Handy Cover Card 





HARDWARE BUSINESS 





THREE BUTLER STEEL BUILDINGS were bolted together to provide 33,750 square feet of display, office and 
warehouse space. Twenty-foot high ceiling affords storage space above sales and office area. 


PAINT DEPARTMENT IS PROMOTED by special di- 
rect mail and newspaper advertising. Open house 


specials proved popular. 


Major Hardware 


Las Vegas week-end trips for door-prize winners and big 


533 


PLUMBING SUPPLIES include a complete line of 
fittings in addition to the line of bathroom sup- 


plies and accessories shown here. 


direct mail promotion pulls thousands opening week. 


S THE RESULT of their new 
store layout. A. C. Houston 
Lumber Co., Wichita, Kans., expects 
to do at least 15% of their volume in 
hardware items and paint. A first-year 
goal of $150,000 has been set for the 
hardware department, according to 
store executive Houston Frith. 
Hardware items include a wide var- 
iety of hand, power and garden tools 
along with general hardware lines and 
specialty items. Jack Reamer, hard- 
ware department manager, packages 
all possible hardware items in plastic 


64 


bags. He feels such packaging not only 
makes the item more attractive and 
easier to handle, but frequently in- 
creases sales. Bins have a metal slot 
for coded stock cards. 

The new store consists of three 50 
Butler steel frame buildings joined to 
form a vuilding 150’ wide and 225’ 
deep. Located on a lot 152’ x 1,050’, 
the new building is set back from the 
street to permit parking in front of the 
store. Steel was chosen for economy, 
Frith said. 

The store fronts on a main east- 


Section Feature 


west highway and Wichita’s tractor 
row is within four blocks. The firm 
plans to promote the farm trade act- 
ively. 

The display room is 40’ x 75’ and 
the fixtures, manufactured by Okla- 
homa (City) Hardware Co. as a cus- 
tomer service, are merchandised to 
encourage self-service. (For complete 
story on this progressive wholesale 
organization see, “Small Wholesaler 
Thinks Big,” page 54.) There are 
some 25 wall and island fixtures. 
Aisles are 5’ wide. 

Store layout, handled by Oklahoma 
Hardware’s store engineering expert 
Emzy B. Saul, is based on the premise 
that men turn to the right when they 
enter the store, women to the left. Of 
special interest to women are house- 
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TOOLS GET MAJOR DISPLAY SPACE in the A. C. Houston Lumber Co. store by using adjustable shelves and perforated hardboard 
wall backing. In addition to power and hand tools, there are special tools for the masonry and carpentry trades, even a 99¢ dis- 
play for ordinary household jobs. Note special display for garden tools with racks for handles. 


Of Steel-Frame Lumber Store 


wares, cleaning supplies, decorative 
wall plaques, clocks and the paint 
department. In addition to the regular 
line of building supplies, the store also 
handles sporting goods, plumbing and 
electrical supplies. 

Paint was given a special push dur- 
ing opening week. Some 8,000 color 
charts were mailed out and Betty 
Hubbard, interior decorator, was 
available for color consultation for 
three days. Several paint specials for 
the week boosted sales. 

Two wide overhead doors on either 
side of the salesroom allow motorists 
to make use of a drive-through sales 
area. The new yard will be completely 
mechanized and unloading will be 
handled regardless of weather as the 

(continued on next page) 


FAST, EFFICIENT BIN STORAGE is possible with the use of mechanical 
equipment and a 100’ spur track inside the warehouse. 








SEYMOUR SMITH 


SNAP-GU. 


PRUNERS 


NO.I 
PRUNER 


yR SMITH & SON, INC. 


OAKVILLE, CONN: 


SEYMO 
presentatives 


Sales Re a 
& Co., 
hn H. Grohom oY. 
105 Duane St., N. Y. 
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SPECIALTY HARDWARE ITEMS are ideal- 
ly displayed around post covered by per- 
forated hardboard. 


901 South Went Street .- Higireny B4 at West Steet — Oat 





SOME 20,000 BROADSIDES like this one 
announced free door prizes and a wide 
variety of specially-priced items for the 
week-long opening. This promotion piece 
was printed for them by their supplier, 
Oklahoma Hardware Co. 





HARDWARE SECTION 
(begins on page 64) 





result of a 100’ spur track extension 
into the warehouse. 

The week-long store opening was 
promoted through newspaper advertis- 
ing, 20,000 handbills and 42 radio 
spots, which together with expensive 
door prizes drew about 10,000 people. 
Seven couples spent a week-end in Las 
Vegas, Nev. as the result of the daily 
door pr:ze. 

Frith said that 2% of projected 
sales will be budgeted for advertising 
with farmers within a 50-mile area 
being a chief target. Home improve- 
ment packages will also be promoted. 





“lere’s a book 4 
I think you 
should have.” 


“It is 99 Ways to Sell at a Profit 
Against Cut-Price Competition, in- 
cluding What to Answer When the 
Buyer Says ‘Your Price is Too High’.” 


50c 


99 Ways To Sell At A Profit 


Against Cut-Price Competition 


ARTHUR A WOOD 


AMERICAN LUMBERMAN 





AMERICAN LUMBERMAN 
eT eee 


Tells you how to set up a profitable 
price structure to start with; how to 
quote price; how to get the facts with 
which to sell him from a buyer; how 
to sell quality over price; what to do 
about competition and the recipe for 
profit and how to use it. 


Also, tested selling sentences to con- 
vince buyers that your price is the 
right price; tested selling sentences 
that sell quality and value and tested 
selling sentences for when the compe- 
tition really gets tough. 


Prices: one copy 50 cents; 2 to 5 
copies 45 cents each; 6 to 10—40 cents 
each; 11 to 50—35 cents each; 51 to 100 
copies 30 cents each. 


To order simply fill out the coupon 
below and send it, together with your 
check or money order, today. Do it now 
while you are thinking about it! 


AMERICAN LUMBERMAN 
59 East Monroe Street 
Chicago 3, Illinois 


Send me .. copies of “99 Ways 
to Sell at a Profit Against Cut-Price 
Competition."" Money to cover is en- 


Name. 





City 





Stote. 
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-—sellingest Lockset Display 
to meet the eye! 


The CORBIN WHIRLIGIG is a special DISPLAY, designed 
to more than meet the eye of every prospect to enter 
your store—one of many reasons why 

it pays to stock and sell Corbin Guardian Locks. 


Practical—it’s also an eye-catching DEMONSTRATOR . . . 
wherever you mount it ...on gondolas... 
posts ... walls... in-bins. .. above bins. . . anywhere! 


Versatile—it sets up in space. Never intruding. Never 
competing. Never crowding other merchandise! 


Attractive—it’s strong and well-made, 
like any Corbin product. Beautifully finished in 
three attractive decorator colors! 


Dynamic—it makes up as a vertical 3-piece 


singlte-unit Display ... or as 3 


individual horizontal or vertical Displays! 


Profitable—WHIRLIGIG is the space-savingest, 
lock-sellingest Display ever designed. Yours FREE 
(at the cost of mounted hardware only) with 
every 3-case order of CORBIN GUARDIAN LOCKSETs! 


See your Corbin Distributor for details. 


P. & F. CORBIN DIVISION 


THE AMERICAN HARDWARE CORPORATION 
NEW BRITAIN, CONNECTICUT 
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HARDWARE BUSINESS 


SUE LLL 


Hardware Jobber Helps Dealers 
Fight Discounters—And Wins 


WATERTOWN, N.Y.—There’s plen- 
ty of room for the medium-size whole- 
saler in today’s hardware market. 

That’s the good word from Bill 
Conde, who emphasizes good supplier- 
retailer relationships. “To have a 
healthy wholesale business, you’ve got 
to have healthy retail dealer accounts.” 

President of W. W. Conde Hard- 
ware Co. here and Onondaga Hard- 
ware Co. in Syracuse, Conde says he 
realizes “our job isn’t finished when 
we deliver an order to a dealer.” To 
assure continued orders, “we have to 
help the dealer merchandise profit- 
ably.” 

That’s the formula for his success: 
a custom-tailored program to build 
sales. Conde reports substantial gains 
for 1959. 

Plagued by discount houses, super- 
markets, credit unions, granges and 
other cooperative groups showing 
more interest in hardware, Conde put 
his knowledge of the likes and dislikes 
of upstate-New Yorkers to work. He 
had assets of a modern, efficient ware- 
house operation, competent sales staff 
and central location for rapid service. 

To help increase sales, Conde called 
on a hardware merchandising special- 
ist, James A. Stewart Co., a Carnegie, 
Pa. marketing, advertising and public 
relations firm. 

A 52-week promotion for dealers 
was put into effect. It appears, at con- 
clusion of the first year, the program 
has been very profitable for retailers 
served by Conde. It is to be continued 
another year. The plan offers: 

* Four major promotions a year. 

* Sales aids for each of 52 weeks 
promotion advertising, window dis- 
play, store trim suggestions, sales 
training and incentives. 

* Weekly special promotions with 
supporting newspaper and radio ad- 
vertising material and window ban- 
ners. 

Heart of the program are four big 
promotions with accompanying cata- 
logs or tabloids. Printed on glossy 
magazine stock, the 16-page catalog 
“pulls” for at least a month, Conde 
says. Compared with a previous one 
used, this new promotional piece 
showed about a 50% increase in sales. 

A complete mailing and distribution 
system is part of the program, so 
dealers can concentrate on “in-store” 
and “sales” activity. Although one 
dealer was caught short because he 
had never advertised before, the 
others report the first promotion alone 
pays for the program’s cost—leaving 
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SHARPLY RISING SALES curve showing 
substantial gain from the 1959 promo- 
tion is inspected by Bill Conde, left, and 
Sales Manager George Baker of Conde 
Hardware Co., Watertown, N. Y. 


a clear profit from the next three. 
Only complaint was: “Why didn’t you 
blanket my area?” 

Retailers are said to have found 
large volume increases from use of 
the store trim kit of pennants, window 
banners, price tags, manufacturers’ 
point-of-purchase material, newspaper 
mat proofs, radio continuity sugges- 
tions and nearly every other con- 
ceivable sales aid. 

“At present we have the finest pro- 
gram ever made available to a hard- 
ware dealer,” Conde glows. “We're 
bringing customers back into the 
small, independent hardware stores 
where they belong.” Conde is prosper- 


WUAiLENNNNA A 


Hardware Store for 
Man of the House 

SAINT PauL—A hardware store for 
the man of the house and a separate 
hardware store for the housewife is a 
possibility for the future, according to 
W. A. Keeble, assistant sales manager 
for Farwell, Ozmun, Kirk & Co., 
wholesale hardware firm here. 

Keeble told American Lumberman 
that “in a very short time, the lumber 
dealer will evolve into a man’s hard- 
ware store. 

“Our conviction is substantiated by 
the fact that the retail lumber dealer 
is already selling a large portion of 
the hardware that at one time was 
only found in the independent hard- 
ware store.” 


Acrylic Paint Sales Climb 

PHILADELPHIA—The volume of 
acrylic latex paint produced in 1959 
was up 30% over the previous year, 
according to Rohm & Haas Co., a 
major producer of acrylic chemicals. 

Gerould Allyn, coatings expert for 
the company, said that wider use of 
acrylic emulsion paints for exterior ap- 
plications on wood is expected to ex- 
pand this market substantially this 
year. 

Technical evaluation of test expo- 
sures on acrylic emulsion paints has 
been published in a 54-page study en- 
titled “Sixth Annual Progress Report” 
which is available from Rohm & 
Haas Co., Washington Sq., Philadel- 
phia 5, Penna. 
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TURNOVER HANDBOOK introduced to dealers at a series of meetings by these 


representatives of Billings Hardware Co., Billings, Mont. wholesaler. Handbook helps 


dealers improve stock turnover, increase margins, reduce 


“outs,”’ concentrate on 


basic stocks and reduce inventory. Left to right are Dick Butler, Maurice Toftley, 
Ralph Johnson, Liberty Distributors’ Bob Vereen, Larry Miller, John Kennedy, Larry 
Restad and E.H. Pippin of Billings Hardware. 
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Spencer Kellogg’s ‘*12-packs” of Linseed. Oil 
have solved many an inventory problem for re- 
tailers. These convenient packs are available in 
refinery-sealed comcainers, quarts or pints. Thus 
it is no longer necessaty to have the unfortunate 
choice of too much ‘linseed of OF note at all. 
And remember this: inventory-tailored 12-packs 
comprise but one of 6 important benefits you 
enjoy when you stock Spencer Kellogg Pure 
Raw or Improved Boiled Linseed Oil.* 


* also available in refinery-sealed containers, 5 gal. and 1 gal. BOB ANDLER 
TRADE SALES 
MANAGER 











These Six advantages, available only through your 
Spencer Kellogg Distributor, can help “‘step-up”’ 
your sales and increase your profits: 





The “12-Pack” in both quarts and pints, means smaller 
inventory, faster turn-over. 


New package design PLUS reverse color scheme gives you 
better shelf appearance, easier identification, 


Guaranteed to meet all Federal Specifications. 


100% Pure Raw Linseed Oil...best where Raw is required. 
A must when prescribed by veterinarians. 
Nationwide distribution wherever you om ty 
g Spencer Kellogg and Sons, Inc. 
Quality sales aids at we Dept. Al-4, Buffalo 5, New York. 
no cost to you. Gil 4 Please send me Spencer Kellogg sales aids plus information 
’ on your complete merchandising program to increase linseed 


oil sales. 





Let us fill you in on all the details. Sean 
Address Pee Ra ES 





| LAA St eS Rieck eMeten scncistiililtd 


SPENCER KELLOGG and SONS, Inc. a 
Buffalo 5, New York bE BE fteEeoeoo.we#ense 
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100% 


Marine Grade 


Manila Rope 


Packaged for the 
Hardware Dealer 


ROPE RACK 


A small space, big turnover disploy 
with 6 popular sizes. Puts any dealer 
in business with a minimum 
inventory. 


KING COTTON COIL ROPE 


in colorful, self-dis- 
pensing Selicord® 
cartons for easy 
handling and clean 
storage. Pre-meas- 
ured every 10 feet. 


KING COTTON COUNTE 


\ 


ey 
i. 


Connected reels in ready to use 
counter display box. “Big Sell” in 
small space...only 8” x 18”. 


KING COTTON HANDI-HANKS 


Two color display 
carton, 35’ hanks 
pre-measured, 
pre-marked. 

The King Cotton 
line—MANILA ° 
SISAL * NYLON * 
DACRON * 
POLYETHYLENE * 
COTTON 


John H. Graham & Co., Inc. 


105 Duane Street, New York 8, New York 
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HARDWARE BUSINESS 


Paint Up, Fix Up Promotion Aids 


WASHINGTON, D.C.—Posters, store 
banners, imprinted pencils and win- 
dow cards are now available for the 
1960 national “Clean Up, Paint Up, 
Fix Up” campaign. These display ma- 
terials come in fluorescent colors. 

Movie and TV trailers (35 mm. 
and 16 mm. widths) are also available 
for the campaign, with sound, run- 
ning time about one minute. A 20 sec. 
TV spot announcement, all live action, 


is another promotion tool for dealers. 

A descriptive folder on the store 
display material (with prices) and an- 
other folder on movie and TV ideas 
are available from National Clean Up, 
Paint Up, Fix Up Bureau, 1500 Rhode 
Island Ave., N.W., Dept. A.L., Wash- 
ington 5, D.C. 

A free kit telling how to organize 
and promote a paint up campaign can 
also be obtained from the Bureau. 





Hardware Men in News 


Alfred Ehrlich A. E. Richardson, Jr. 


+ A. E. Richardson Jr., has been 
appointed general sales manager of 
DeWalt Division, American Machine 
& Foundry Co., Lancaster, Penna. He 
succeeds Truman Jones, who recently 
was elected vice-president in charge of 
special projects. 


¢ The Valspar Corp., Ardmore, 
Penna., announces the appointment of 
Alfred Ehrlich to the newly created 
position of coordinator of sales. 


* The Home Ventilating Institute, 
aN : 

Cleveland, Ohio, announces the ap- 
pointment of Arthur J. Tuscany, Jr., 
as executive secretary. 


* John F. Disimone, vice-president of 
Rudiger-Lang Co. and general man- 
ager of its eastern division, head- 
quartered in New Orleans, was elected 
president of the Screen Manufacturers’ 
Association at the group’s recent an- 
nual meeting in Dallas, Tex. 


* Milton J. Lax, national sales man- 
ager of Kreidel Plastics, Inc., Cleve- 
land, Ohio, was elected to a second 
term as chairman of the Plastics 
Weatherstrip Manufacturers’ Division 
of The Society of the Plastics Indusiry, 
Inc., at the division’s recent annual 
meeting in Miami Beach. 


* Disston Division, H. K. Porter Co., 
Inc., Philadelphia, announces _ the 
promotions of C. Earl Weber to sales 
manager, hardware, and Robert Brady 


to the newly created position of man- 
ager of power tool sales. 


* Robert E. Hough has been ap- 
pointed general sales manager of 
Medalist Division of National Lock 
Co., Rockford, Ill. 


* Paul A. Scholl has been named ex- 
ecutive vice-president of the Malta 
(Ohio) Manufacturing Co. 


Hardware Sales Kit 
PITTSBURGH—To_ stimulate more 
demand for aluminum hardware, a 
Market-Maker Idea Kit is available 
to retailers by the Aluminum Compa- 
ny of America. It includes a store 
poster, tips for hardware promotion 
and items to enable dealers to asso- 
ciate local displays with national TV 
commercials. For kit, write 729 Alcoa 
Building, Pittsburgh 19, Penna. 


Good Markup in Broken Lots 

Broken lots of screws, color-coded 
by size and type for self-service are 
good sellers at Atlantic Lumber Co., 
Bell, Calif. A small sign atop the eight- 
foot fixture explains the system. A 
white label on the front of each screw 
container gives the size; the types are 
identified by color—green is oval- 
head nickel; blue is round-head nick- 
el; brown, Phillips head, etc. 
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Garry Moore Says— 





There’s still time to enter the... 


Pittsburgh Paint Dealers 
03 WALLHIDE 
CONTEST 


228 Chances to Win of 


Vacation trip for two via 


Air France jet to romantic Paris 
e Round-trip transportation from your home city plus a 
memorable 7-day holiday in Europe’s most glamorous capital. 





te 1960 RAMBLER te 4 HARDMAN ¥%& 2 stunning 
American Station Wagon Duo Player-Pianos MINK 


@ America’s favorite compact car e Exciting aa 
gives peak economy and poo Alaa . . new piano ot STOLES 
ance—puts you out front with that converts ae | by H.B.A 
America’s happiest station wagon. ity 4 inatwinkling Y Fe 
>» to a player- e Fine furs stun- 
piano. ningly designed by 
leading New York 
craftsmen. 


—— 














+ 10 Sets Bob Goalby Golf Clubs— woods and irons + 10 Necchi Supernova Sewing Machines 
ote 50 Amelia Earhart Luggage Sets * 50 Airex Fishing Sets * 100 Seth Thomas Travel Clocks 


Here’s all you do to win—It’s Easy! 


© Just write—in 25 words or less—why you like to Contest display to Pittsburgh Dealer Contest, Box 
sell Pittsburgh WALLHIDE. Use entry form from your 778, Chicago 77, Ill. Contest closes midnight, May 14. 
Pittsburgh Plate Glass Company branch, or write on @ If you are not now a Pittsburgh Paint dealer and 
your letterhead. Enter as often as you wish. Mail wish to enter in this $23,800 contest, get in touch 
each entry with photo of your WALLHIDE Consumer with your nearest PPG branch or mail coupon below. 


Now... bringing more customers into 
° A 9 Pittsburgh Plate Glass Company 
Pittsburgh Paint dealers’ stores Paint Division, Dept. AL-40, Pittsburgh 22, Pa. 


$100,000 Wallhide Contest I am interested in more information about your Pittsburgh 
For retail purchasers...from March 14th to May 14th Paint Dealer Contest. 
More than 1000 prizes—including 10 trips to Rio, 
4 Rambler station wagons, 8 Hardman Duo player-pianos NAME__ 


COMPANY 


PirtsBURGH PAINTS | 


® PAINTS ¢ GLASS ¢ CHEMICALS ¢ BRUSHES « PLASTICS « FIBER GLASS 
PLATE GLASS COMPANY? 
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HARDWARE TRENDS 


MODEST PRICE INCREASES are being noted on hardware 
items generally. The advances seem selective 
within product categories, averaging about 5%. 
Some jumps have hit 10%. 


Further rises by mid-summer seem indicated as 
Spring business peaks and drops off. Many pro- 
ducers would like still more for their items but 
fear this would lead to more imports. There's 
some feeling that the foreign importers also face 
increased costs due to inflation abroad and 
stronger demands by labor. 


THINKING ON IMPORTS seems a bit divided among 
retailers in this industry. Low priced items do 
Stimulate store traffic, make a hit with the 
occasional do-it-yourselfer. The professionals, 
however, still seem to shun many imported tools, 
regardless of the price. There are a few ex- 
ceptions, of course, but not too many. 





HARDWARE PACKAGING, especially carded merchandise 
is still far from satisfactory, according to 
dealer comment. Complaints range from easily Appalachian Hardwoods are recognized 

everywhere for their fine natural qual- 


ities—soft texture, easy workability and 
A hardware packaging committee has been formed attractive graining. Let the foremost 


damaged units, which spill screws, to just plain 
illegible identification. 





by the Packaging Institute and dealer suggestions concerns in thie columa supply you with 

and gripes are being solicited. Send them in ‘ ‘dct sain, : ened as 

for top level consideration. The group hopes aoe < , actur 
Appalachian Hardwood products. Con- 


standards for hardware packaging may materialize 
Soon. sult them on your next requirements. 


JOBBERS IN HARDWARE are moving to prepare custom- 
tailored flyers and circulars for the building 
material dealers. Letters to this office note 
you are different, need special promotional 


materials. 


Their ambitious merchandising plans for you will 
set a pace for millwork and building tee seta 
distributors. Actually what's really needed is ‘ 

a promotional mix of hardware and building ma- Homer Lumber Sales, inc., Kenova, W. Va. 
terials for maximum sales results. Is it too 2 he tn tee wee 
far-fetched to anticipate joint effort by hard- Homer Lbr. Corp., Appalechie, Vo. 
ware and building material wholesalers in behalf Menstenarer Sep Rete 
of dealer customers? It makes sense on the basis 
of economy. 


TURNOVER HANDBOOKS to increase profit by a better 
turnover and smaller inventory are now available Wood-Mosaic Corp., Louisville 9, Ky. 
from gion oe poreress aernene a gets a eet ee ca oe Pek, —_ 
repeat at you can use ese manuals to improv Beech, Cherry, Mahogany wan Lumber. De- 

your hardware performance. ee et ee eet jeaeeed fens ead 

If a jobber doesn't offer this service, find one Special Pattern Flooring. 

who is orientated to dealer problems. Nearly 

three years of research have gone into developing * Member Appalachian Hardwoods 


these turnover guides. Manufacturers, Inc. 


INCREASED SALES OF 4.1% this year for hardware 
dealers have been forecast by Russ Mueller, 
executive director of the National Retail Hard- 
ware Association. Based on anticipated increases 
in prices this is far from a rosy picture. 
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Self-service Sales 
éaR¥ 


SAPE 


Stop! Look! and Buy! 


That’s the open invitation 
of the SAFE “Bulk Pack” 
—all best sellers! 

Here you have a line of 
fast-moving SAFE hard- 
ware, individually packaged 
with screws in transparent 
“poly” bags 

...and delivered in the 
highly merchandisable cor- 
rugated “‘Bulk Pack”... 
self-stacking, self-displaying, 
inviting heavy traffic in 
profitable self-service sales. 


«+. you can count 
on SAFE for 


Flawless 
FINISH 


i---»=- me yyiise | trod 
DELIVERY 
and 


Competitive 
PRICE 


tal Si 


— 


SAFE PADLOCK and HARDWARE CoO. 


E AMEF (i P-4-10)",'4:4- 4 <a OL) - 1-10) 7-8 1@)) | 


LANCASTER, PENNSYLVANIA 
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Develops Full Extension Drawer Slide 


A new lightweight, full extension drawer slide brings 
drawer completely out of the cabinet. Designated No. 
1390, it is easily adapted to various length drawers. The 
slide is engineered for easy positioning and no special 
templates are required regardless of wer size, says 
maker. Only 9/16” clearance is needed on each side of 
the drawer. 

Nylon rollers guarantee smooth operation for the No. 
1930, which is designed to hold up to 50 pounds without 
sagging even when fully extended, says maker. Soft rub- 
ber pads and tips cushion the rollers and drawer face. 
Built-in stops prevent accidental removal of drawer but 
when slide is fuliy extended, drawer can easily be lifted 
out for cleaning. Channels are of heavy gauge zinc- 
plated steel. 

Market data. The 1390 drawer slide is available in 
three standard sizes: 16”, 18” and 22” and will fit all 
size drawers from 15” to 29” deep. Slides are packed 10 
sets per shipping carton and include screws and easy-to- 
follow instructions. Literature may be obtained by writ- 
ing to Knape & Vogt Mfg. Co., Dept. AL, 658 Rich- 
mond, N. W., Grand Rapids, Mich. 
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handy back cover 
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One Paint for All Exterior Surfaces 


Nails Available 
in 70 Colors 
A new tiny-head colored 
nail for the application of 
edecorated interior hard- 
sae is available in 70 


colors. The 1” x 16% x 3/- 


32” nails are made of special 
stiff wire, which drives well. 
Known as stk. no. HB-21, 
the nails are available in 1, 
5 and 50-pound bulk car- 
tons. Because the nails 
count 1,391 per pound, the 
one-pound package is pop- 
ular. To simplify getting the 
colors desired, a customer 
merely orders nails by the 
name of the paneling he 
wishes to match. Samples of 
the new HB-21 wallboard 
nails may be obtained by 
dealers who write W. ‘ 
am Co., Dept. AL, Peru, 
1. 
Circle No. 204 on Handy Cover Card 
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Rescreen Kit for 
Metal Screen Frames 


A roller tool, 714” long, is 
the only equipment needed 
to put you into the profit- 
able business of fitting new 
screens onto frames of alu- 
minum and other metals, 
says maker. Frames may be 
rescreened while a customer 
waits since it takes only a 
few minutes per frame. The 
Opal screen roller has a 
concave-faced wheel two 
inches in diameter and 
splines may be rapidly in- 
serted on all types of metal 
frames with it, it is said. The 
rescreening kit, including 
the Opal tool, how-to-use-it 
instructions and a window 
banner, is priced at $3.75 
postpaid. New York Wire 
Cloth Co., Dept. AL, 441 E. 
Market, York, Penna. 
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New Acme La- 
tex House Paint 
may be used on all 
exterior wood and 
masonry surfaces, 
dries in minutes 
and is blister-re- 
sistant, maker an- 
nounces. It is avail- 

able in a full range 
Io a of fade and stain- 
oe =< resistant colors, in- 
cluding pastels and a new brilliant white. 
A breather-type paint, which permits 
water vapor to escape without breaking 
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the paint film, it has a high resistance 
to blistering. The tight, smooth film also 
is said to withstand fumes and mildew 
and shed dirt. 

Acme Latex House Paint is easy to 
apply with brush, roller or sprayer. Laps 
and sags will not show, so painting can 
be started or stopped at any time or 
place. It also may be applied when the 
surface is damp or when the sun is 
shining. Brushes, rollers and any spat- 
terings may be cleaned up quickly and 
thoroughly with water. 

data. Suggested retail a rig of 
Acme Latex House Paint is $7.95 per 


gallon. It is available from 115 hard- 
ware-paint and wallpaper distributors. It 
is an ideal item for both consumer and 
contractor sales. Dealer sales aids include 
point-of-sale displays and literature. Co- 
operative advertising allowances also are 
available to dealers. Acme Quality Paints, 
Inc., Dept. AL, 8250 St. Aubin Ave., 
Detroit 11, Mich. 
Circle No. 206 on Handy Cover Card 
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in Barrett line of Protective Coatings 


ELASTIGUM” ROOF COATING — p,.cects roofs! Liquid, 


waterproof, and elastic! A superior quality, professional grade, 
asphalt-base, liquid roof coating. Brushed or sprayed over 
old roofing, it penetrates felt, closes cracks, spreads a pro- 
tective coating over the entire roof that provides a new 
wearing surface, adds years of life. Quick and easy to apply 
cold direct from container. 


ELASTIGUM® ROOF CEMENT — sione tcots’ Au pur 


pose, plastic, waterproof, and elastic! Highest quality, pro- 
fessional grade, asphalt-base roof cement available. Contains 
selected asbestos fibers. Tough, durable. Bonds strongly with 
any clean, dry surface. Forms hard skin after application, 
but remains plastic underneath. A trowel coat fills fissures, 
major roof ruptures. Easy to apply cold. 


Barrett is out to help you sell! We've streamlined the Barrett line of Protective Coatings. Now there 
are only ten products—all upgraded, in eye-appealing new packaging, with new names that highlight 
application. And they can all be applied cold! Concentrate on these best sellers and forget the rest. 
« New! Aluminum Roof Coatings - Roof Coatings and Cements + Waterproof Cement - S.I.S® Cement 
« Foundation Coating - Wood Preservative - Metal Coating. For samples and full information, call 
your Barrett representative or contact us direct. 


llied 
BARRETT DIVISION hemical 


40 Rector Street, New York 6, N.Y ’ oe 


DISTRICT SALES OFFICES: BIRMINGHAM 14, Ala.-1327 Erie St.; CHAR- 
LOTTE 1, N. C.-1125 East Morehead St.; CHICAGO 54, IIl,-Merchan- 
dise Mart; CLEVELAND 15, Ohio-3121 Euclid Ave.; HOUSTON 11, 
Texas-323 South 67th St.; MALDEN 48, Mass.-378 Commercial St.; 
NEW YORK 16, N. Y.-261 Madison Ave.; PHILADELPHIA 46, Pa.- 
36th and Grays Ferry Ave.; ST. PAUL, Minn.-764 Vandalia St. 


April 25, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 122 on Handy Cover Card 





HARDWARE BUSINESS 





NEW PRODUCTS (begins on page 74) 





Cabinet Hardware 
Line Increased 


Four members have been 
added by the Medalist Sales 
Division to its de luxe de- 
sign cabinet hardware group- 
ing, including: a contoured 
zinc die-cast knob; a zinc 
die-cast pull; a_ triangular 
blackplate and a decorative 
square blackplate. Back- 
plates are wrought steel, 
brass or bronze. All four 
new items are available in a 
variety of finishes. 

The pull is available in 
Contract-Pak, for on-the-job 
use; knob and backplates, 
Contract-Pak or Select-a-Pak 
for customer convenience. 
Medalist Sales Div., Nation- 
al Lock Co., Dept. AL, 1902 
Seventh, Rockford, III. 
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Do-It-Yourself 
Aluminum Railing 
Complete instructions for 
easy do-it-yourself assembly 
are packed with each rail of 
new Homecraft Aluminum 
Railing. The railing and 
pickets are assembled by the 
use of a space rod. The 
pickets are strung on the 
space rod, then inserted into 
a special channel provided 
in the top and bottom rail. 
No bolts or screws are used. 
The rail is available in 3’, 
4’ and 5S’ lengths and is 
shipped kd in a 3” x 3” car- 
ton for handy storage. Elite 
Fabricators, Dept. AL, Bel 
Air, Md 
Circle No. 210 on Handy Cover Card 
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Has Tiie-Scriber for 
Fitting Flooring 


A molded-plastic precision 
tool, called a Tile-Scriber, is 
especially designed for fit- 
ting floor tile around mold- 
ings and other room projec- 
tions. Each Tile-Scriber is 
mounted on an_ individual 
card and wrapped in cello- 
phane; how-to instructions 
are on the reverse side of 
each card. The easy-to-use 
tool is packed 24 to a carton, 
which converts into a coun- 
ter display-dispenser. P: ‘ce 
is $8.40 delivered. The T..e- 
Scribers may be obtained 
through J-M_ sales_repre- 
sentatives. Johns-Manville 
Corp., Dept. AL, 22 E. 40th 
St., New York 16, N. Y. 
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Adhesive Repair Kit 


Four Epoxy Weld repair 
kits are available, each pack- 
aged in a small plastic tube 
divided by clamp and ring 
into two compartments, one 
holding Epoxy resin, the 
other the exact amount of 
hardener required. Remov- 
ing clamp and ring, adhe- 
sive is kneaded, tube snipped 
open and bonding applied to 
surfaces to be pressed to- 
gether. Said to bond almost 
any material, the four pack- 
ages are either steel filled, 
aluminum, white for porce- 
lain or clear for glass re- 
pairs. Traffic Control, Inc., 
Dept. AL, 25 Ship Ave., 
Medford 55, Mass. 
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Gold Line Rental Machines Introduced 


A new line of rental machines fashioned in attractive 
gold and chrome includes: a 12” scrubber, three-gallon 
vacuum, 8” drum sander and a 5” edger. Called the Gold 
Line, the machines are all engineered and built to attain 
professional results for the do-it-yourself customer. 

The scrubber is said to be ideal for wet and dry rug 
shampooing, scrubbing, waxing and polishing floors. Its 
companion for rug care, the vacuum, also can be used 
for numerous jobs around the home. The new 8” sander 
is said to be the first rental sander with both level con- 
trol and easy-on, easy-off detachable handle. The 5” edg- 
er has a precision balanced 5” disc operating at a speed 
of 3,000 rpm. Its free rolling disc guard permits sanding 
right to the edge without removing shoestrip or base- 


board. 


Literature giving full details about the Gold Line may 
be obtained by writing to American Floor Machine Co., 
Dept. AL, 518 So. St. Clair St., Toledo 3, Ohio. 
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Tree Pruner 

A full-sized tree pruner 
is especially designed for the 
homeowner who wishes to 
do his own tree work. 
Heavy-duty head and tool 
steel blade easily cuts 
branches up to 1”, says 
maker. Two jointed pole 
sections are provided for 6’ 
or 12 ‘reach; additional sec- 
tions may be added for high- 
er work. A Swedish steel 
saw blade attachment is 
available for cutting large 
limbs, Suggested retail price 
without the saw blade is 
$7.75. Seymour Smith & Son, 
Inc., Dept. AL, Oakville, 
Conn. 
Circle No. 212 on Handy Cover Card 
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A Waterproofer 

New masonry and floor 
waterproofer can be brushed 
on over leaks with no chip- 
ping, producer says. It ad- 
heres without wetting to all 
coated surfaces that stick 
fast. Called Weld-On Water- 
Prufer, it is available in 
quart and gallon sizes, each 
unit consisting of a can of 
resin and one of hardener, a 
mixing paddle and brush and 
glass membrane fabric for 
permanent sealing. A 3-Ib. 
unit covers up to 60 square 
feet, it is stated. Klee Water- 
proofing Corp., Dept. AL, 
4011 Red Bank Rd., Cincin- 
nati 27, Ohio. 
Circie No. 217 on Handy Cover Card 
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Offers Packaged Sets of Pivot 
Hardware & Revolving Shelves 


A new idea in pivot hardware makes 
revolving corner shelves easy to install in 
new or existing cabinets. The shelves are 
finished in brilliant Coppertone. A tem- 
plate is provided with each set of hard- 
ware illustrating installation of the bot- 
tom bearing plate. From there, the upper 
pivot is located by using the chrome- 
plated post supplied and a level. The 
third step is sliding shelves up over post 
and tilting the entire unit in place. The 
quick installation provides revolving 
shelves for many uses in the kitchen, 
bathroom and family rooms. 

Market data. Complete packaged sets 
of the revolving pivot hardware and 
shelves are available in sizes 20” and 34” 
for corner shelf units and in 18”, 20”, 24” 
and 27” for full circle shelf revolving 
units. Dealer sales aids include a handy 
counter display demonstrating the oper- 
ation of the revolving hardware. Wash- 
ington Steel Products, Inc., Dept. AL, 
1940 E. 11th St., Tacoma, Wash. 
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Portable Tool Cart 


Called the Yard-Boy, a new portable 
tool cart holds all garden tools and 
equipment in one place and rolls along 
with the gardener wherever he goes. It 
holds and stores all long handle and 
short handle garden tools. Designed with 


large 7” semi-pneumatic, rubber-tired 
wheels, it rolls smoothly over grass, 
turf and patios. The large basket of 
sturdy galvanized steel is ideal for haul- 
ing leaves, weeds and garden clippings. 
The smaller basket is designed to hold 
sprays, clippers, trowels, garden gloves 
and equipment. With the baskets re- 
moved, the Yard-Boy can be folded for 
storage and hung on hooks with all the 
long-handle tools in place. 

Market data. The Yard-Boy retails for 
about $14.95, slightly higher west of the 
Rockies. Its all-steel construction per- 
mits it to move loads up to 200 pounds. 
Dealer sales aids include literature now 
available from KOL, Inc., Dept. AL, 
2323 Ellis Ave., St. Paul 14, Minn. 

Circle No. 214 on Handy Cover Card 
(continued on next page) 


Ah-h-hh. . Something New Again 
Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 








PROFITABLE FOR YOU...for your customers, too! 


@ Wood finishes are in style. 


e P&L offers you the best for 
woodwork, paneling, plywood. 


e For furniture, new or antique. 


e Light colors or traditional shades. 


SELL P&L... 


e Professional quality. 
e Easy to use. 
e Filtex tames plywood grain. 


e “38” is palest varnish; choice 
of Gloss, Satin, Dull. 


the brand most frequently specified by architects, 


acknowledged by painters to be definitely superior. 


PRATT & LAMBERT—INC. 


NEW YORK @ BUFFALO @ CHICAGO @ FORT ERIE, ONTARIO 
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“C and C"’ means Certain-teed and Color. 

Certain-teed is helping your customers merchandise 
color to new-home buyers through ‘‘Our Wonderful World 
of Color and Comfort”’ builder program. 

Three exclusive, sales-producing features are com- 
bined in this new promotion—and here’s how you can profit 
from them: 

1. Provide your customers with free exterior home 
color styling by Beatrice West, noted color con- 
sultant. 

. Provide your customers with a free complete mer- 
chandising program. 

. Promote Color and Comfort-Conditioned products, 
including Certain-teed’s full line of Color Tuned 
asphalt shingles and insulating and asbestos 
sidings. 

Get full details from your Certain-teed representative. 


bat 


Certain-leed 


BUILDING PRODUCTS 


Cort ttt-leedl *-- Superior Products through Creative Research 


CERTAIN-TEED PRODUCTS CORPORATION 
Ardmore, Pennsylvania 
Plants and offices throughout the United States 
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HARDWARE BUSINESS 





NEW PRODUCTS 
(begins on page 74) 





Yard Pond with Many Uses 


A decorative yard pond offered as a 
kit consists of a sturdy aluminum side- 
wall, blue plastic liner and plastic re- 
taining clips. Called the Lawn Lake, it 
measures 5’ x 744’ as an oval. It also 
may be installed in a square or circle 
shape. 

The pond itself holds goldfish, lilies 
or plants and also makes a wonderful 
bird bath or fisherman's bait reservoir. 

Market data. Suggested retail price of 
the Lawn Lake is $3.98. It is an ideal 
item for sale to do-it-yourselfers. Dealer 
sales aids include a colorful illustrated 
carton in which it is packaged. Alumi- 
num Hardwares, Inc., Dept. AL, 7301 
Harrison, Forest Park, Ill. 
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Kits for Sale on 
98¢ Tool Counters 


A new line of American-produced cir- 
cular saw blades and electric drill attach- 
ment kits for sale on 98¢ tool counters is 
announced. The blades are available in 
6”, 7” and 8” sizes in rip, crosscut and 
combination styles. They have 2”-%%” 
bore (bushing). Among the low-priced 
kits of electric drill attachments are 
those for sawing, buffing and grinding. 

Market data. The kit shown in photo- 
graphs above includes a 4” combination 
saw blade, 3” grindstone and 42” wheel 
arbor with 4” shank. Dealer sales aids 
include literature, which may be ob- 
tained by writing to Arrow Metal Prod- 
ucts Co., Dept. AL, 421 W. 203rd St., 
New York 34, N. Y. 

Circle No. 216 on Handy Cover Card 
(continued on page 80) 
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MANY TYPES FOR 

SUBURBAN HOMES 
ESTATES - CLUBS 
Gates To Match 


WHITE CEDAR 
SCREEN TYPE 


Right — POST AND 
RAIL— Hand Split— 
2, 3, 4 or 5 Chestnut 
Rail s. 


Note how 
ends of rails 
are doweled 

for easy 
assembly. 
7 or 8 ft. 
sections 


YARDS—Toledo, Ohio WHITE CEDAR - RESIDENTIAL 
W. Va.—Webster Springs —_—_—_——— 


Bayard, Lewisburg PENTA PRESERVATIVE 


VA.—Clinchburg, Damascus We can treat both posts and rails with 
We can serve your truck this nationally known preservative. 





PHIFER WwiRE PRODUCTS 


POST OFFICE BOX 9007, TUSCALOOSA, ALABAMA 
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ELIMINATE LADDER JACKS 

here’s the answer... 
MICHIANA fords: 
SAFETY SCAFFOLD 


« Safer... telescopes .. . cheaper 

« Approved by Wisconsin Industrial Commission 
Work at 2 y at same time ... every 20 
inches to 25 feet high . . . telescopes in plat- 
form heights from Il’ to 18’—unlimited length 

. . erection time 6 to 10 minutes. Equipped 
with safety shoes and casters. 

Write for details and price. 





MICHIANA PRODUCTS COfvs via 
AVAILABLE 


MICHIGAN CITY, INDIANA 
A DIVISION OF BERLIANA CORP. 
Circle No. 127 on Handy Cover Card 
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Made in California, the home of the 
Redwoods by specialists in Redwood Finishes for over a decade. 
When you stock Behr-Process Finishes for. redwood, you are 
not only offering your customers the finest piece of goods ever 
formulated especially for redwood, but you are handling an 
UNUSUALLY PROFITABLE line whose sales to date exceed 
2 million gallons. 


FOR MORE PROFIT PER SQ. FT. SHELF 
SPACE, MAIL THIS COUPON 


Linseed Oi! Products Cerp. 
‘1001 Talbert Ave., Santa Ane 1, Calli. 


Gentlemen: Please rush me complete information 

ae line and why it gives me more. profit per 
ht. of Of shelf space. 

poe: 

Dealer Name 

(0, ERS AO a ee ea 

A en 
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HARDWARE BUSINESS 


NEW PRODUCTS 
(begins on page 74) 
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Colorful Aluminum-Pigmented 
Coating Makes Patio Cooler 

A new coating that reflects the sun’s 
rays to make asphalt and concrete sur- 
faces many degrees cooler is announced. 
The paint contains its heat-repelling 
qualities from minute flakes of alumi- 
num pigment supplied by Alcoa. Colors 
available are grass green and coral red; 
a formula lacking aluminum pigment 
is called raven black. 

It covers 150 to 200 square feet per 
gallon and is obtainable in 1, 5 and 55- 
gallon containers. It seals a blacktop sur- 


‘a 


B&D’s passing along success stories like this... 


80 





face with a tough coating that prevents 
erosion or water absorption. The coating 
is ideal for patios, pools, driveways and 
parking lots. It dries dust free in 2 hours 
and is completely dry in 12 hours. 

Market data. Suggested retail price of 
the paint is $6.85 per gallon for color; 
$3.95 per gallon, if black. Offering a 
dealer discount of 35% it is available 
from 200 distributors. Minimum dollar 
investment for a dealer is $60, advises 
Al-Chroma Paint Co., one of two Wis- 
consin firms marketing the paint. The 
other firm is Sinrud Paints, div. of Mu- 
tual Enterprises, Madison. 

Dealer sales aids include a display 
panel, color cards and a program of co- 
operative advertising allowances offered 
by Al-Chroma Paint Co., Dept. AL, Stev- 
ens Point, Wis. 
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Hydraulic Door Closer 


A new Glidraulic closer for 1%” to 
134” jalousie and Hollywood-type doors 
is announced. Instead of air used in con- 
ventional closers, the new Glidraulic 
Model 15 is filled and sealed with hy- 
draulic fluid. It is a more powerful 
closer that eliminates door slam, bounce 


and heel catching, maker says. 
Market data. The Glidraulic never 
needs adjusting. It’s guaranteed for 15 
years and priced at only $5.95 retail. 
Illinois Lock Co., Dept. AL, 800 S. Ada 
St., Chicago 7. 
Circle No. 219 on Handy Cover Card 


Cleans Up with Soap 
and Water 


Lowe Brothers new Latex 
House Paint now makes out- 
side house painting as easy 
as inside wall painting. It 
can be applied with either 
brush, spray or roller and 
cleans up with soap and wa- 
ter, says maker. It may be 
used in even damp or humid 
weather and dries in about 
a half hour under normal 
conditions, it is said. The 
house paint “breathes” 
through microscopic pores in 
its film to resist peeling and 
blistering and colors are said 
to stay bright longer. It’s 
available in white and 16 
colors. The Lowe Brothers 
Co., Dept. AL, 424 E. 3rd, 
Dayton 2, Ohio. 
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Offers Bronze Cloth Sunscreen 

A woven “cloth” sunscreen of bronze 
horizontal louvers and warp wires is de- 
signed to admit evenly diffused glare- 
free light through windows. It is claimed 
to cut air-conditioning equipment and 
operating costs anywhere. 

KoolShade cloth sunscreen permits 
high outward visibility, screening out 
87% of the sun’s rays and eliminating so- 
lar hot spots, it is stated. Suspended 
and held taut in framing members cus- 
tom cut to fit each window, the cloth 
neither sags nor warps. 

Market data. Both cloth and framing 
members are made of noncorrosive ma- 
terials coated with Nubelon baked-on 
enamel and need not be removed in win- 


ter. Reflectal Corp., Dept. AL, Borg- 
Warner Bidg., 200 S. Michigan Ave., 
Chicago 3, Ill. 

Circle No. 221 on Handy Cover Card 


Twin Products for Cleaning 
and Maintaining Aluminum 


Crystal-Vu, a silicone-acrylic liquid 
coating, produces a clear, tough finish 
on aluminum, chrome and other bright 
metals. It is particularly suitable for 
storm windows, door frames, ‘garage doors 
and marine hardware. Sealing the metal 
surface completely, it prevents oxidation 
and corrosion from atmospheric condi- 
tions and also beautifies by giving a 
lustrous appearance, maker says. 

Weathered and otherwise tarnished 
metals such as aluminum, chrome, stain- 
less steel and copper are prepared for the 
Crystal-Vu finish with Crystal-Nu clean- 
er, a twin product. It is applied with a 
brush, allowed to stand for 10 to 15 
minutes, then removed with a damp 
sponge or cloth. After thorough drying, 
the surface is ready for finishing with 
Crystal-Vu. 

Market data. Crystal-Vu coating is 
offered in three sizes, %2 pint, pint and 
quart cans, each packed a dozen to a 
carton. Suggested list prices are $1.39, 
$2.29 and $3.98. Crystal-Nu cleaner is 
available in 6-ounce, 15-ounce and one- 
gallon sizes, packed 24, 12 and 4 to a 
case, respectively. They list at 98¢, $1.98 
and $10.95. The twin products are ideal 
items for both consumer and contractor 
sales. Leon Chemical Industries, Inc., 
Dept. AL, Warren, Mich. 

Circle No. 222 on Handy Cover Card 


Low-Priced Revolving Sprinkler 


A new spinner sprinkler, designated 
Model No. 100, is geared for top vol- 
ume selling at 89¢ retail. Designed with 
a turbine action clog-proof spinner head, 
the No. 100 provides thorough watering 
action over a 1,000 square foot area. 
Built with a high impact spinner head 
and unbreakable base, the unit is com- 
pletely rust-proof, chip-proof and cor- 
rosion-proof, maker says. It is said to 
operate on even lowest water pressure. 
Sprinkler head is bright red; attractive 
white base has metal inserts. 

Market data. Each No. 100 features 
a point-of-purchase display card that en- 
ables the unit to be hung on perforated 
hardboard. The spinner sprinklers are 
packed fully assembled, 12 to a display 
box. Each unit carries a money-back 
guarantee. For literature, write to La- 
fayette Brass Mfg. Co., Inc., Dept. AL, 
409 Lafayette St., New York 3, N. Y. 
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Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 





Service-type promotion talks 
builder-carpenter language! 


For the first time in saw selling, Black & Decker 
is going after the building trades with advertising 
that really talks their language. That means 
you’ll get stronger name-sell on Black & Decker 
Saws, more traffic for your store. And we’re tell- 


ing your homeowner customers why the Saw 
chosen by top projects is their best choice, too! 


Remember: B&D gives you Saws for every purse 


and purpose . . . six models from 64” to 94” 
blade diam. .. . from $49.95 retail. And don’t 
miss the profit opportunities in fast-selling 


B&D-Built Kro-Bide Saw Blades! 


LACE Vour BLACK & DECKER 
WHOLESALER ~f@00',/ 
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TOTAL OF 16 ADS IN THESE MAGAZINES 
THIS SPRING! 


New B&D Merchandiser 
builds profitable repeat 
business in saw blades 
and accessories. Selection 
of most popular blades fit 
any saw with %” arbor. 
Colorful “‘see-thru”’ pack- 
aging. Free display stand. 
Plus 2 free bonus blades! 
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HARDWARE BUSINESS 


—Special Offers— 
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Want a Free Electric Shaver? 

Called the Bridgeport 1960 Bonanza, 
a special screwdriver promotion offers 
dealers. a free new Schick three-speed 
electric shaver worth $28.50 when they 
buy one Cushion Grip Screwdriver As- 
sortment for $34.63. 


The assortment (No. 2703-B) includes 
a balanced stock of 36 screwdrivers in 17 
different sizes and styles. The dealer has 
a full markup on the assortment and can 
sell it for $51.95. He also purchases one 
Bonus Unit consisting of eight fast-sell- 
ing numbers at a list price of $10.10. He 
resells the eight screwdrivers, recovers 
the $10.10 and the shaver is free. Total 
cost to a dealer is $44.73 and he gets 
screwdrivers worth $62.05 along with a 
free dispenser-display worth $5. 

The special promotion now available 
through wholesalers expires June 30, 
1960. Bridgeport Hardware Mfg. Corp., 
Dept. AL, Scofield Ave., Bridgeport 5, 
Conn. 
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Free Sandpaper with Each 
Purchase of a Wood Scraper 


A 4%” x 5” sheet of Dragon-Skin steel 
sandpaper, which usually retails for 25¢, 
is provided free with each purchase of 
either a No. 40 or a No. 50 Red Devil 
wood scraper. Both the Dragon-Skin and 
the wood scraper are mounted on a dis- 
play card especially prepared for the free 
offer. The reverse side of the card shows 
the many applications of Dragon-Skin. 

Suggested retail price of the No. 50 
scraper-sandpaper combination, a $1.35 
value, is $1.10. The dealer pays 66¢. 
Suggested retail price of the No. 40 
scraper-sandpaper combination, a $1 
value, is 75¢. The dealer pays 45¢. For 
more complete details about the wood 
scraper-Dragon-Skin promotion, write to 
Red Devil Tools, Dept. AL, Union, N. J. 
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Hits Import Competition 
with Drop-Ship Deals 


The Wood Shovel & Tool Co. now is 
drop-shipping its Turf Boy promotional 
tools direct to the trade, with billing 
through the hardware wholesaler. The 
plan is especially designed to help the 
trade meet the competition of cut-price 
garden tool imports. 

The present Drop-Ship Deal includes 
78 assorted tools in nine popular styles 
at a cost of $105.62 ($110.66 on the 
West Coast). A dealer may order the 
assortment for drop-ship delivery any- 
where in the continental U. S. and have 
it billed through his regular hardware 
wholesaler. Retail prices range from 
$1.07 for a brume rake to a high of 
$3.62 for a forged-head spading fork, 
offering a 40% profit. The Wood Shovel 
& Tool Co., Dept. AL, Piqua, Ohio. 
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Display Panel to Create 
Gate Hardware Sales 


A new display panel is available to 
dealers free of charge with each order for 
McKinney Gate Hardware Assortment 
No. 15. assortment includes a variety 
of gate hardware items with a total retail 
sales value of $40.06. Dealer cost for a 
limited time only is $24. 

The assortment includes: five sets of 
826Z, zinc-plated, pintle gate hinges; 
eight pair of SC844, 6” reversible “T” 
hinges, four ge zinc-plated and four 
pair with dull black finish; eight 1947 
gate latches, four zinc-plated and four 
with dull black finish; four 1949 gate 
latches, two zinc-plated and two with 
dull black finish; plus the gate hardware 
display panel. On the panel are silk- 
screened descriptions of the items dis- 
played along with squares for dealer 
pricing. 

A dealer may obtain the assortment 
lus the display panel from his jobber or 
y writing direct to McKinney Mfg. Co., 

Dept. , 1715 Liverpool St., Pitts- 
burgh 33, Penna. 
Circle No. 227 on Handy Cover Card 
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HARDWARE BUSINESS 


New Sales Aids 


Full-Line Hacksaw Display 


Atkins Saw Division announces the 
availability of a new self-merchandising 
display carrying a complete assortment 
of hacksaw frames and 150 hacksaw 
blades, including Atkins’ new Silver 
Streak high-speed line, Silver Steel Tung- 
sten line and Standard Carbon blades. 
The display has space for prices as well 
as permanent panels of product informa- 
tion. 

A recent dealer drawing was used to 
introduce the display nationally. The 
winner was presented with the first hack- 
saw display manufactured by Atkins, 
shown in photograph above in the hand 
of R. J. Adams, hardware field service 
supervisor. 

For complete details about the display, 
contact your wholesaler. Atkins Saw Div. 
of Borg-Warner Corp., Dept. AL, 402 So. 
Illinois, Indianapolis 9, Ind. 

Circle No. 228 on Handy Cover Card 


Puts Hardware in a New Box 


Ajax hardware products are now pack- 
aged in a redesigned box measuring 
6%” x 3%" x 2%”. Basically, the box is 
black, with an eye-stopping new Ajax 
trademark on top in red and white. On 
one side are drawings of several Ajax 
products; on the opposite side is the 
firm’s product guarantee. 

The front panel is printed in clean- 
cut, legible black and white and is di- 





vided into six sections containing all the 
information necessary to fill an order 
quickly. Ajax Hardware Mfg. Corp., 
Dept. AL, 4351 Valley Blvd., Los An- 
geles 32, Calif. 

Circle No. 229 on Handy Cover Card 


Rope Caulk Counter Display 


Ten 18’ rolls of DAP Rope Caulk are 
contained in a new counter display tak- 
ing only 4” x 8” of space. Each roll is in 
a special sleeve package. As one package 
is removed, another drops down into 
view. Each sleeve package also contains 
a sheet listing dozens of uses for the 
rope caulk, instructions for applying it 
and an offer of a free booklet, “Seal Up 
and Save.” 

Illustrations on the display depict ma- 
jor uses for DAP all-purpose caulking 
material in rope form. DAP Rope Caulk 


in 90’ rolls also will continue to be of- 
fered in individual display cases. Dicks- 
Armstrong-Pontius, Inc., Dept. AL, Day- 
ton 3, Ohio. 

Circle No. 230 on Handy Cover Card 


Two Sandpaper Racks 


Two steel wire counter racks to help 
dealers merchandise sheets of Bear sand- 
paper also provide a full-size top shelf 
for the display of other goods. No. 60-T 
vertical sandpaper rack, more compact 
than ever, uses less than a square foot 
of counter space, measuring 11” wide 
x 11” deep x 28” high. No. 60-S horizon- 
tal low-boy sandpaper rack, introduced 
for the first time, is 21” wide, 14” deep 
and 14” high. 


Both self-service units have handy 
strips for stickers showing price and grit 
sizes and an attractive four-color litho- 
graphed metal sign. The racks are sold 
either separately or in combination with 
any of five popular sandpaper assort- 
ments. Behr-Manning Co., a Div. of Nor- 
ton Co., Dept. AL, Troy, N. Y. 

Circle No. 231 on Handy Cover Card 
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TRIM PRODUCTION COSTS... 


Give better cut-to-size service 


WITH A 


BENNETT 2-WAY PANEL SAW 








Cross cuts 


Both cross cuts and rip cuts 
can be made without re- 
moving panel from ma- 
chine. One man can handle 
a 4 x 12’ panel! 








Bennett 


TRADE 


RICHARD C. BENNETT MFG. CO. 
Box 339 
LACEYVILLE, PENNSYLVANIA 


CANADA 
by 


HAMILTON LUMBER 
AND SUPPLIES. LTD. 
669 Parkdale 


Ave. North 


Distributed in 


HAMILTON, Ontario 


Rip cuts 


| 
Cross cuts or rips panels of 


© TILEBOARD 
© HARDBOARD 
© PLYWOOD 

© ALUMINUM 


© PLASTICS AND 
PLASTIC 
LAMINATES 


WRITE FOR 
LITERATURE 
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HARDWARE BUSINESS 





NEW SALES AIDS 
(begins on page 83) 





Packaged Sets of Adjustable 
Shelf Standards & Brackets 


A new counter display is available free 
of charge with each order for two-doz- 
en packaged sets of M-D Adjustable 
Shelf Standards and Brackets. Each set 
contains two 24” shelf standards with 
mounting screws, plus four 6” or 8” shelf 
brackets. 

The standard assortment is packed 


with one dozen 6” bracket sets and one 
dozen 8” bracket sets. The display also 
is available with two dozen 6” bracket 
sets or with two dozen 8” bracket sets 
when specified. Each set retails for $3. 





call Fased for 


WEST 
COAST 


TARTER, WEBSTER & JOHNSON 


Circle No. 133 on Handy Cover Card 


ARE MANUFACTURERS AND DISTRIBUTORS OF 


Sugar and Ponderosa Pine 
Shop and Selects 

Sugar and Ponderosa Pine 
Boards 

Y Douglas and White Fir 
Shop and Selects 

V Douglas and White Fir 
Dimension and Boards 

incense Cedar Boards 


Redwood Commons and 
Selects 


- Ponderosa Pine and Fir 
Mouldings 


V Readymade Fence 


TW&J sawmills manufacture lumber products 
from six Western Woods. To give the trade 
complete one-call service on all West Coast 
lumber products TW&J have buying offices 
in producing areas to handle the cut of 
additional major Pacific Coast sawmills. 


1960 is TW&J's 50th YEAR in the LUMBER BUSINESS 


Tanrer.Wersrer & Jounson, Inc. 


@ 





The assortment may be ordered di- 
rect by writing to Macklanburg-Duncan 
Co., Dept AL, Box 1197, Oklahoma 
City, Okla. 

Circle No, 232 on Handy Cover Card 
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Wire Rack for Selling 
or Renting Tools 


An attractive wire rack counter or 
wall display for selling or renting the 
Bostitch building line of stapling ham- 
ers, tackers and staples is available free 
of charge to dealers. 

Handy for dispensing how-to booklets 
and rental forms to customers, the unit 
is offered complete with a replaceable 
three-color poster, rental forms and in- 
structional booklets. It also is available 
with an optional you-can-rent-them-here 
insert card used in the display in photo- 
graph above. Bostitch, Dept. AL, 2010 
Briggs Drive, East Greenwich, R. I. 

Circle No. 233 on Handy Cover Card 


HIGH CARBON § WORKING PARTS 








b. 


Colorful Card Sells Two 
Automatic Tackers 

An _attenticn-getting display card 
shaped like a house features the T-50 
Gun Tacker on the top floor and the 
HT-50M Hammer Tacker on the ground 
floor. Prices, product information and 
selling points are placed around each 
tacker illustration. 

The card, which measures 15” x 19”, 
is equipped with an easel back for coun- 
ter or window display. A perforated hole 
on top also makes it suitable for wall 
hanging. Dealers may obtain the display 
card free of charge by writing to Arrow 
Fastener Co., Inc., Dept. AL, 1 Junius 
St., Brooklyn 12, N. Y. 

Circle No. 234 on Handy Cover Card 
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MANAGEMENT WORKSHOP-IN-PRINT 


Why Are Lumber Dealer 


Profits Unsatisfactory? 


A Diagnostic Check List of Causes of Failure—(from the Workshops). 


Businesses that are sick or in trouble will find what is 
wrong here. 


Businesses that are well and successful will find what to 


guard against and the source of preventative medicine: 





Management’s sights too low 

Poor selection of merchandise lines and products 

Faulty service structure 

Too much emphasis on low gross profit sales 

Not enough emphasis on high gross profit sales 

Too little advertising 

The wrong kind of advertising 

Inefficient sales organization 

Insufficient personal selling power 

Inadequate accounting structure 

Unfavorable accounting ratios 

Lack of compensatory pricing 

Lack of monthly profit and loss statement 

Inadequate use of credit sales financing 

Untrained management people 

Unproductive manpower 

No operating standards or budgets 

No regularly scheduled sales meetings 

Poor human relations—politics, jealousy, favoritism, par- 
tiality, lack of teamwork 

Indefinite responsibility assignments and overlapping 
authorities 

Faulty communications, inadequate reporting and check- 

ing up and down 
Inadequate tools and equipment 


O 
0 
O 
O 
0 
O 
0 
O 
O 
0 
O 
O 
O 
O 
O 
O 
0 
0 
0 
0 
0 
a) 


For data on 


Lack of motivation and incentives 

Haphazard, spasmodic supervision 

Little planning or scheduling 

Inadequate working capital—inability to take cash dis- 
counts 

Inadequate expense controls 


} Poor location, layout, store arrangement 


O 


Sluggish turnover 

Faulty wage administration 

Internal and external thefts 

Poor contractor relations 

Inadequate consumer selling 

Lack of end-use package merchandising 
Too limited sales area 


Any dealer with an unsatisfactory year-end operating 


statement should be able to peg the causes in the above 
check list. Each symptom suggests its own remedy—for 
action. 


products in See and Use Handy Cover Card imide 


this issue. . . 


Sia a 


back cover 








Follow Art Hood’s ‘‘Management”’ 
Series in Each Issue of A.L. 


You'll learn 
the way to... 


Dealer Seles Centro! 
See Page 5 














THE VERY BEST IS 


TEMPLIN ENGINEERED ROOF FRAMING 


7 


Lock 


No 


TEMPLIN 
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Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25¢ per word for each consecutive 
insertion. Minimum charge of $1.25 
por line. 


Add $1.75 per insertion for blind ads bearing 
bex number. 


Ne egency cemmission or cash discount 
ellewed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





HELP WANTED 











DETAILERS—Experienced in shop draw: 
for all types of Architectural Millwor 
Please give age, ig? go availability and 
A of ae oo if possible. Permanent 
a Salary commensurate with 
ability — excellent worki conditions. 
Sixty years old midwestern . Address 
Box L-40 American Lumberman & Build- 
ing Products Merchandiser. 





Wanted: Manager, retail yard in Midwest, 
town of 11,000, county seat. $500.00 per 
month plus bonus on earnings. Opportunity 
for investment in company. Company has 
been in business over 25 years. Address Box 
M-38 American Lumberman & Building 





SALESMAN for retail lumber and buildin 
materials yard. Must be experienced ond 
successful lining up new contractor clien- 
tele. The Company long-established, ag- 
gressive Peoria company undergoing expan- 
sion. Salary 0} depending on your experi- 
ence and ability. "Also bonus deal, after you 
qualify as permanent member of our Com- 
pany. Car — for business solicita- 

Write zor experience, qualifica- 
tions, and stortirs g salary required. No finan- 
cial or family-in-the-business problems 
here. Good opportunity for one more man in 
our sales organization. Address Box M-37 
American Lumberman & Building Products 
Merchandiser. 








BUSINESS FOR SALE 





| BUSINESS OPPORTUNITIES 











FOR SALE—Lumber yard Paint and Hard- 
ware in Alaska. Average Sa  asetnge o Ideal 
for man and wife. Terms. Address Box K- 
62 American Lumberman & Building Prod- 
ucts Merchandiser. 





Business For Sale In Lower Delaware 


On main highway one-half mile from town 

with large — —e storage buildings, 

one six room home, 5 acres of land, Incor- 

rated in 1946. Gross = ,000.00; 1959- 

5,000.00. <_< -23 American 

— Ss Building = Products Merchan- 
r. 





LUMBER YARD & SAWMILL FOR SALE 
Complete circle saw sawmill now operati 4 
10” gun, hea ler, gang ers, _. 
mill, 2 steam » green chains, 
stradle trucks, 1 fork truck. Planer; ved 
American A 20, d resaw, Canadian trim- 
mer, and dry chains. Plenty of sheds. Log- 
ging equipment: 6 trucks, 2 loaders, 3 Diesel 
tractors, 1 bulldozer. Located in one of the 
best markets. Plenty of timber available. 
Also retail lumber yard in growma & oil field 
commun: Terms can on hexas ELLS 

LUMBER COMPANY, WELLS Ss 





FOR SALE 

Planing mill and resaw. Up to date, all 
electrical. Power conveyors and Green chain. 
Sawdust burner. Build , two trucks, two 
hysters. Located Denver, Colorado area on 

acres of leased ground with portable saw 
mill ‘ras ob, Eo agg eight million 
feet feet 
daily, con shift. Address PB Ox *M-30 Ameri- 
can Lumberman & Building Products Mer- 
chandiser. 





FOR SALE: We are now offering to sell our 
retail lumber and building material and re- 
tail coal yard without the land or with the 
land, that we have been operating contin- 
uously at the same place for 52 years in 
Johnson City, Tennessee 

CARR BROTHERS, INC. 





FOR SALE: Lumberyard located in Central 
Illinois city of 23,000. Annual sales have in- 
creased each year last several years. Profits 
in 1959 were the highest and 1958 were the 
second highest and high in relation to in- 
vested capital. Owner has another yard in a 
ion ad city and wants to concentrate on it. 

er desires we will move all inventor 
= will leave any * he wants and price it 
at cost. $38,000 will buy the building and 
other improvements. omega available to 
sound purchaser or perhaps a lease could be 
arranged ou could be collateralized. Ad- 
dress M-39 American Lumberman & 
Building Products Merchandiser. 





MISCELLANEOUS FOR SALE 











SITUATIONS WANTED 











Lumberman: 20 years experience, m es 
heavy volume operations building material, 
land development, construction, sales, pur. 

gen 40 —_ old in oe ong in 
management, supervisory, pure or 
sales position Address Box M40 American 
—— & Building Products Merchan- 

r 


86 





CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 


119 North Fourth Street 
Minneapolis 1, Minn. 





TIMBER FOR SALE 


For sale or lease 27,000 
acres. Finest timber & timber 
lands. Established Quail preserve 
North Central Florida 


aes Box M-29 American Lumberman & 
uilding Products Merchandiser. 





roximately 200 pcs six foot 

, channel frame. KLATZK 
B: P. in Box 14, eins, 
Michigan. Phone No. 122. 


For Sale—A 
kiln 


FOR SALE: OAK FLOORING PLANT. 
Ready for operation. Complete eactteey 
and equi — eacepeee velar | Mil 
Moulder, re Dry K 
up for fork rift a ae Warehouse spans 
for one million board feet. 10 acres land and 
uildings. Located in heart of 
ipply—Ap) chian Oak tl 
ah Forest, North Carolina. Ex 
r ready for immediate opera on. 
Favorebie terms available. Box 1111, North 
Wilkesboro, North Carolina. 





MACHINERY FOR SALE 











FOR SALE: meric Sticker 10” x 8” 4 

Head—20 H. 3 Ph-Motor with Starter box. 
Also gear be between motor and sticker. 
1 Lot yh knives—complete with belts. All 


for 
Logansport Lumber Co. 
Logansport, Ind. 





FOR SALE 
Changing models permits offering following 
units, kept in fine condition maintenance 
contract: 
Clark Ross Lift Truck model 10H, 28’ lift, 
72” forks, 38” to 66” side — carriage, 
operator’s guard. Price $4,650 
Clark noes Straddle Carrier - sce 70-6675. 
00 FOB Chicago. 


Chicago 14, Illinois 





For Sale—One #155 Hall & Brown double 
head planer. Two motors. 


One #1 Fischer 174” band saw 
with one G.E. 30 hp motor. 


Rock Island Lumber Company, Wichita, 
Kansas. 316 South Emporia, Telephone: AM- 
hearst 7-8221. 








12-PAGE 
TRUSS 


REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled “Truss Making Makes 
Sense,” this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 
ject. 


Single copies 25¢ 


y order 








QUANTITY PRICES ON REQUEST 


AMERICAN LUMBERMAN 
59 E. Monroe St., 
Chicago 3, Iil. 
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Wells Aluminum Corp., 
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Wood-Mosaic Corp. 
Wood Products Co. 


“Have You Overlooked This?’’ 


The follow manufacturers were carried 
in the April 11 issue of American Lumber- 
man & M and are again listed with their 
inquiry numbers for your convenience. Use 
the he o Card for more information. 
tar ee’ ahaa aioe hel te 

ree es a offered to help promote 
Barclay/Barclite Sweepstakes contest. 
rae ond dealers, too. 


Buss Mac’ gg ay: 47 
Bulletin | No. 61 0. 4-L Single Surfacer 
available. 


DeKalb Commercial Body Co 
Free — nee oO fered on the 
new “Open-Well Lumberjack.” 


e 
ee jana _ pond information avaliable 
*“*Lead-Se naiis. 


tal roof: 
Dexter Lock Div., Ind c. 1 
New_ Dexter Replacement Pe are 
individually packaged, 10 to a self-sell- 
ing carton. 


ae ~Pontius, 17 
For full details on “free case’ * special of- 
fer, use handy cover card. 


Fastener Corp 
Get the po A Oe “Duo-Fast” story, or 
get a demonstration of “Duo-Fast” tack- 


Filon | Plastics Co ‘orp. 

Write for details on “Class A” dealer pro- 
gram which includes a free 3’ x 4’ wall 
display of Filon plastic panels. 

Flintkote Co. 2 

Literature available on Flintkote’s com- 
plete line of roofing including 12” Ta- 
pered Strips. 

Formica Co 8 

Free samples and dramatic fempeastearsen 
of Formica Flakeboard offered 

— Inc. 
t this free booklet—“‘Lumber eines 
bg Made Easy.” 


Georgia-Pacific 44 
= information on G-P fir studs of- 


55 
ew 36-p: e 1960 catalog offered on 
Goshen’s outdoor furniture, wooden and 
aluminum ladders. 


G. W. Griffin Co. 50 
Ask about #50 Griffin Sales Booster—a 
complete saw blade sales center. 


Hastings Aluminum Products, Inc. 35 
Offers additional information on Nu-Home 
fe mgr siding. 


omasote 
Two different, a ee’ 8-page 
folders offered ‘omasote P-B Com- 
nents. One tells the story to dealers; 
e other is a presentation for home 
owners. 


inkeoeneet Lock Co. 7 
co “Universal” closers are unconditional- 


“— totes Hee eeet £2 for 2 BP gy 


72 

Iewilcor offers ons area capacity rule. Also 

available—ventilation chart and FHA re- 
quirements. 


Kaiser Aluminum & Chemical Corp. 32 

New “Twin-Rib” roof and siding—first 

aluminum roofing ied for re-roof- 
and ym 


Corp 34 
be E a details on Yagi “Kennaframe” all- 
warp-proof pocket ane assembly 
wih f r adjusting | hangers 


Write. for A on Kewanee steel 
r frames and “buck” windows. 
Ke Steel & Wire Co. 


Complete test reports and other informa- 
tion available ex explaining the crack re- 
sistant qualities of ‘‘Keymesh,” ““Keycor- 
ner” and “Keystrip” re nforcement. 


LibbeyeOwenseFord Glass Co. 
ee available for Wa-3 Rack—self 
lywood-side boxes that hold 
Poy right and require only 12 sq. ft. of 
oor space. 


Macklanburg-Duncan Co. 9 
M-D door grilles are available in 3 rust 
proof, tarnish proof finishes—‘Ala- 
crome,” “Albras,”’ ‘and “Albright.” 
McCloskey V: Varnish 20 
Free sample of McClosicey’ 's Heirloom fin- 
ishes offered. Four sheens available: 
pray: Ban flat, satin sheen, dull gloss, and 
Minnenete & ae < 
Now “Dic-A- brush bath 
packed free in each Bae a of “Scotch” 
brand masking tape. 
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Minnesota Paints, Inc. ...........-+sse0. 37 

Minnesota Paints ‘offers free sample of 

Promotion Kit and information about 
exclusive dealer franchises. 


National Gypsum Co. 40 
Free copy of 18-page Metal Lath Product 
Book available. 


Pierce & Stevens Chemical Corp) ........ 38 
Offers free ““Fabulon” tie-in display kit. 


Quaker State Metals Co. 
Free booklet offered showi 
State’s complete line of meta 
products, 


Symons Clamp & Mfg. 
Complete ahaler rice information offered 
on Symons Steel Stake 


Quaker 
building 


Tennessee Stove Works 
Now Se Sa list and folder on 
the 1960 line of Modern Maid Gas and 
Electric ane 


ring Co. 1 
Offers free design booklet on Teco-U-Grip 
joist and beam hangers. 


Mineral Wool Co. 
OS ee available on U. S. Mineral 
Wool’s local promotion program. 


Waterlox Div., Empire Varnish Co. 
Special offer—free one-pint can of Water- 
lox and Waterloxed maple flooring sam- 


ple. 
Welsh Plywood Corp. 6 
Now—10 moldin patterns pre-finished to 
match “Ply-Welsh” panels. Write for 
complete information. 
Coast rmen’s Assn. 
For necessary technical facts write for a 
copy of “Where to Use Utility Grade.” 
Wood Conversion Co. 22-23-24 
Use handy cover card to get full informa- 
tion on “Balsam-Wool” sealed insulation, 
“Nu-Wood” sheathing, and the ‘“Nu- 
Wood” acoustical tile line. 


Youngstown Mfg., Inc. 
Write for information on “Superior” metal 
mouldings. 


Zonolite Co. 
Offers free booklets on new Zonolite wa- 
ter-repellent masonry fill insulation. 








SYMONS 
Steel Stake 


Pullout hole 
for easy 
removal 


Can Be 
Reused 
indefinitely 


Easily secured 
to lumber— 
can be nailed 
every 1” 0.C 


1" beam design 
drives easier, 
holds best 


pe 


Drives easily into 
hard earth. Can be 
used for practically 
any type of stake 
work, This popular 
and profitable item 
is available in 12”, 
18”, 24”, 30”, 36” 
and 42” sizes. 


&  Synms 


SYMONS CLAMP & MFG. CO. 
4267 Diversey Ave., Chicago 39, lll., Dept. D-O 


Please send complete dealer price information 
on your STEEL STAKE. 


Hi-Carbon 
Alloy Steel 
tough to bend 


Rugged point 
with minimum 
deflection 





Name. 
Firm 
Address 
| City 


he mem eet a 


Circle No. 131 on Handy Cover Card 














2000... St Ricnntie 





She’s the kind of a girl who doesn’t care for a man’s com- 

pany—unless he owns it. 
} + ~ * 

With neck Hines getting lower and skirts getting shorter, it’s a 


good thiny ‘the modern girl goes in for wide belts. 
; 5 * * * 


It’s better far a young couple to marry with due ceremony 
than with syertlue ceremony. 

} - . . 

Sales pitch: “This car has never been driven at all. The for- 
mer owner ,just sat in it a few minutes every morning while 
he was shawiny himself with kis electric razor. 

, ’ * 


If you can réad the handwriting on the wall you’re probably 
in the mef’s ryom. 

. 

We've gat an exclusive. If Ponderosa Pine or White Fir 
moulding ‘ix inj your retail line (and if it’s not, what business 
are you in?) the MAUK Lumber Co. has a particular prize for 
you. ! 4 

A phon4 alk for the facts, a post card for this coup. Let’s get 
together qn Ponderosa Pine and White Fir moulding. 

; * * * 


When the cop asked simple Celia why she didn’t have a red 
light on hy r car she said it wasn’t that kind of a car! 


| 3 + - * 
i 


A businpssmyn was so worried over sales and problems that 
he couldn{i. sleep. So he went to the doctor for sleeping pills. 
Next morjing she was back. “I didn’t sleep a wink,” he com- 
plained. “} wat stronger pills.” 

The dog showk his head. “Those are the strongest I have.” 

Said th¢ sleepless businessman, “You gave my wife stronger 
pills whengshe was pregnant.” 

“But th was for labor,” the doctor explained. 

“See?” fiid the businessman, “Everything for labor. Nothing 


* * ™ 


for eg ment!” 


Do You§$Kncw What Dep’t.: 


Do you.{:now what criticism is? What you get when you al- 
ready havt everything else. 
Do youfknow what influence is? Something you think you 
have until!you try to use it. 
Do you Know what MElrose is? What you dial before 3-0300 
when you! want the best in lumber and building supplies. 
; » . » 
‘ 


e 
* 


* _ MAUK Seattle Lumber Co. 
Seattle, Washington 


The C. A. MAUK Lumber Co. 
Toledo, Ohio 
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HARDWARE BUSINESS 


New Literature 
Time-Saving Card——See Back Cover 


A new pamphlet, entitled “You Can Build This Attractive 
Outdoor Fireplace,” shows step-by-step methods of construct- 
ing a standard model front-and-back-type outdoor fireplace 
with warming ovens or a de luxe side-by-side outdoor unit. 
Both fireplaces are built around the Grilladier cast iron 
building form, which includes all metal parts. The form is 
planned so a do-it-yourselfer can set up masonry around it in 
any design. For a free copy, write to Bennett-Ireland, Inc., 
Dept. AL, 55 Exchange St., Norwich, N. Y. 
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Railings and Columns. A new catalog and planning sheet 
for do-it-yourselfers stresses the advantages of Ajust-A-Rail 
wrought-iron railings and columns. The two-color sheet offers 
complete information on the product and tells how to plan and 
measure for its installation both inside and outside the home. 
Ajust-A-Rail Co., Dept. AL, Lodi, Ohio. 
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Residential Hardware. A new, 12-page residential hardware 
reference book (H-165) is designed to aid the builder in the 
selection of hardware that is right for the job. It suggests what 
hardware should go where and tells why. The book is intended 
to show a builder how to reduce installation time and costs. 
For a free copy, write to Stanley Hardware, div. of The Stanley 
Works, Dept. PD-AL, 195 Lake St., New Britain, Conn. 

Circle No. 237 on Handy Cover Cord 


The causes and cures of efflorescence and early chalking on 
painted masonry surfaces are fully discussed in a 48-page 
booklet. Liberally illustrated, the publication is based on a 
technical paper that Gerould Allyn, coatings expert, presented 
at the 37th annual meeting of the Federation of Paint and 
Varnish Production Clubs. For a free copy, write to Rohm 
& Haas Co., Resinous Products Div., Dept. AL, Washington 
Square, Philadelphia 5, Penna. 
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A new envelope stuffer includes photographs of all five 
popular sizes of Leigh Miniature Ventilators. Illustrations 
show how easily the ventilators are installed. Complete specifi- 
cations on each size, 1”, 2”, 242”, 3” and 4”, as well as weights 
and number packed per carton are included in the bulletin 
(229-L) now available from Leigh Building Products, Div. of 
Air Control Products, Inc., Dept. AL, Coopersville, Mich. 
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Closet Rod. A colorful gold-and-black catalog page contains 
complete descriptive material on the Grant Gold Closet Rod. 
Specifications, ordering data and numerous illustrations of the 
hardware itself clearly show its many features. Grant Pulley 
& Hardware Corp., Dept. AL, High St., West Nyack, N. Y. 
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A new pocket-size catalog lists the complete Diamond line of 
anchors and fasteners for masonry and hollow walls. It may 
be obtained by writing for catalog No. 160, Diamond Expan- 
sion Bolt Co., Inc., Dept. AL, Garwood, N. J. 
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Woodworking Tools. A new six-page bulletin (H-308) con- 
tains a brief description and complete size range for over 75 
tools in the Greenlee woodworking line. Copies of the bulletin 
may be obtained by writing to Greenlee Tool Co., Dept. AL, 
2136 12th St., Rockford, IIl. 

Circle No. 242 on Handy Cover Card 


Garden Tools. A new 10-page catalog on pruning shears, 
grass shears, hedge shears, lopping shears and tree pruners is 
available free of charge upon request to Seymour Smith & Son, 
Inc., Dept. AL, Oakville, Conn. 
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Construction Tools. A new four-page catalog section in- 
cludes specifications, data and illustrations of the complete 
line of Syntron 100% self-contained electric hammers and ham- 
mer drills. Illustrations and data also describe Syntron’s self- 
contained gasoline hammer paving breakers, rock drills, con- 
crete vibrators and vibrating floats. Syntron Co., Dept. AL, 
940 Lexington Ave., Homer City, Penna. 
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Slay Competitive... 


Use This Handy 
busiest Cover Card... 


If it’s action you want, stock Southwest... 


order de sk the “Friendly Indian” brand that literally sells to get details fast on the latest new products, 
sales aids, equipment and helpful literature. 


itself. It’s clean, well manufactured... quality 


in all the way, and looks the part. Selling South- 
west “Friendly Indian” brand is more than de- 


town! livering immediate satisfaction — it’s building 
bd a foundation for repeat business year after year. 
Stock it and find out. Modern mills now pro- 
ducing Ponderosa Pine, Douglas Fir, White Fir, 


Southern Yellow Pine and Hardwoods. 


e 
os Fastest 0 use - 
{Southwest i 
ss % Keep the card folded out as you go through the 
FRIENDLY INDIAN magazine. Circle the numbers on items useful for 
LUMBER your business. 

Is THE Mail the completed card and we will rush the 
ACTION BRAND! inquiry to the manufacturer. No postage is re- 


quired. 








This card good until August 1, 1960 


Advertised Products 
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144 


New Products, Sales Aids, Equipment, 
and Literature 


201 202 203 204 205 206 


Contact your Southwest representative or write —_— ' 214 215 216 217 218 219 
x E General Sales Office: P.O. Box 908 © Phoenix, _— 227 228 229 230 231 232 





> ie Eastern Region Sale ona akuene.” . Chicago, IIlinoi Se et ae ee ae ae 

astern Region Sales Office: j , © icago, is | 253 254 255 256 257 258 

DEarborn 2-3595.| TWX CG 3001 

oO uthwest ~cmieaetoighnaas 266 267 268 269 270 271 


Mills: Flagstaff, Arizona ¢ McNary, Arizona ¢ Corrigan, Texas 279 280 281 282 283 284 
FOREST INDUSTRIES, INC. 
Manufacturers and Distributors of Quality Wood and Paper Products 
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Company 





Address 
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Fold Out for 


7 6New, Free 


Inquiry Card 


Here’s the hay;cliest card yet — 














@ no turning hack to find the card as 
you turn the pages. It’s always in 
front of you 

@ covers both editorial and ads. 

@ just one, inquiry brings you the 
latest facia, {rom all manufacturers 
checked. 
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Ring up more quick sales 


with ional of Siotling * 


Modern, streamlined merchandising is an intregal 
part of today’s busy hardware store operation. 
‘National of Sterling” is constantly on the alert 
for new and better ways to package hardware— 
the new Serv-A-Pac is a good example. National’s 
Serv-A-Pac is convenient for you and your cus- 
tomers ... just cut open the corrugated box and 
you have a practical counter merchandiser, com- 
plete with Picto-Graphic label that tells exactly 


what’s inside. 
Join the swing to “National of Sterling.”’ Write 


for free catalog. 


1 di 0 
# * Solid Zuality Throughout 
x» 
.* NATIONAL MANUFACTURING CO. 
— * 11004 First Avenue Sterling, Hlinois 
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